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MEDIA DEPT. & 
RADIO-TV P29 

Campbell's V-8 
goes 100% radio 
for 2nd year p. 32 
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M CUSS MATTEI CNCL0SE9 



g cereal? The best time is while he's eating 
<fast . . . when Radio listening is at a peak, 
in be sold on your cereal if you reach him while 
using the product. Spot Radio will put your 
i on the table with these outstanding stations. 



...... .Albuquerque 

■ . , .Atlanta 

.Buffalo 

Chicago 

Cleveland 

Dallas-Ft. Worth 

Denver 

Duluth-Superior 

Houston 

........ Kansas City 

Little Rock 

Los Angeles 

Miami 

. Minneapolis-St. Paul 

Internnounta 



WTAR . . .Norfolk-Newport News 

KFAB Onuaha 

KPOJ Portland 

WRNL Richnnond 

WROC Rochester 

KCRA Sacramento 

KALL Salt Lake City 

WOAI , San Antonio 

KFMB San Diego 

KYA San Francisco 

KMA Shenandoah 

KREM Spokane 

WGTO Tampa Lakeland'Orlando 

KVOO Tulsa 

in Network 



RADIO DIVISION 



IWARD RETRY & CO., INC. 



|the: original station representative 

iprk • chicago • atlanta • boston • dallas 

It • LOS ANGELES • SAN FRANCISCO- • ST LOUIS 




The distaff side of tfie Rjchard Elliotts, "typical WXLW family," enjoy a 'ladies only" shopping trip. 



. . . KEYS ITS PROGRAMMING TO KEEP PACE WITH AN EXPANDING POPULATION IN 
A BOOMING MARKET... WHERE ONE OUT OF EVERY THREE FAMILIES HAS THE 

WXLW LISTENING HABIT! That's right: We roach and infliiona' one third of this expan(Un<; 



market! Moreover, we know whert and how our hstenei-s hve . . . what they eat . . . wear and 
wliat they'll hiiy! Thanks to creative lesearch in-person interviews we have also learned that our 
audience is composed of ahove average adult families! WXLW is the first radio station in this 
market to oiler a "profiled" audience providing greater sales returns per dollar invested! 

Dress up your sales picture in this market area in 19(i.'> . . . place your schedule where greater 
sales success is assured . . . huy WXLW in Indianajjolis. (XCS '(il) 




'Ask your Robert East man for "the typical WXLW family" profile! 



5000 Watts 



Indianapolis, Indiana 



950 Kilocycles 






MISS \ 
MICHIGAN 



...if you unhoister your ballpoini 
hardware and draw a bead on the 
target territory where Carol Jean 
Van Valin (Miss Michigan '62) 
:is top hand, lace and figure. 

Round up the herd of figures In 
ARB and NIELSEN which prove 
that you will miss Michigan without 
WJIM-TV ... dominant gun-notcher 
lor over 12 years in that rich 
industrial outstate area made up ol 
LANSING - FLINT - JACKSON and 
20 populous cities ...3,000,000 
potential customers ... 745,600 
TV bunkhouses (ARB Nov. '62) ... 
served exclusively by WJIM-TV. 

Ask your Blair TV ramrod. 





BASIC 




Strategically located to exclusively serve LANSING ... FLINT .. . JACKSON ■ ■ WkM 

Covenng the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA WW 3 I IVI " I 
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S MADISON 
MILLIONAIRESS! 
WHAT DID SHE BUY 
LAST YEAR? 

Some $600 million 
worth of groceries, 
drugs, household 
appliances, motor cars, 
beverages, cosmetics. 

WHERE DID SHE GET 
THE IDEA TO BUY? 

Largely from 
WKOW-tv, Madison's 
pioneer UHF station. 

HOW COME? 

Because General Foods, 
Colgate-Palmolive, 
Procter & Gamble, 
Interstate Bakeries, 
Lever Bros., Folgers, 
Standard Oil, Mogen 
David, Ansco Film, 
Winston Tool, 
Northwest Airlines, 
King Midas, Spring 
Maid, Schlifz, Pfizer, 
Pure Oil, General 
Motors, International 
Latex, Kroger, American 
Home Products and 
scores of others 
recognize that 
WKOW-tv gets to 
family buyers in 
Wisconsin's 2nd trading 
zone fast, fast, fast. 
WKOW-tv concentrates 
on this Madison trade 
zone . . . allows you 
plenty of dollar-power 
for massive frequency. 



mi/.® 



MADISON, WISCONSIN 

Ben Hovel, 

Gen. So/es Mgr. 
Larry Bcntson, Prei. 
Joe Floyd, /ice-Prei. 

Tony Moe, 

fjrec. Vice-Prei. & 
Gen. Mgr. 

Represented by Adam Youn9 



M/DCO 



Midcontinent liroatlcasting Group 

WKOW-AM and TV Madison • KELO-LAND TV 
jnd RADIO Sioux Falls, S. D • WLOL-AM. 
FM Minncopolis-St. Paul • KSO Ocs Moinci 




I 
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These food and related advertisers have discovered the moving power of WSPD-Radio. 



WSPD-RADIO, TOLEDO 

MOVES THE GROCERIES/ oH the shelves 



. . and into the households of Northwestern Ohio 
and Southeastern Michigan. 275,600 households 
with over $298,000,000 in food sales are in the prime 
circulation area of WSPD-Radio — First in this bus- 
tling marketplace by every audience measurement. 

WSPD-Radio's Morning, Audience is greater than the 
other three Toledo Stations combined. In the afternoon, 
WSPD-Radio's audience share is almost 79% greater than 
the second place Station. (Oct.-Nov., 1962 Hooper). 



This audience domination throughout the day is 
achieved by adult programming built with integrity, 
imagination and insight — an audience domination 
which gives you an effective and established selling 
media for your goods — an audience domination 
which reaches the adult consumer who buys the 
goods and pays the bills. 

And — WSPD's merchandising program adds extra 
sales wallop for food and drug advertisers. 




THK KATZ AGKrVCY, INC. 

National Representatives 



LOS ANGELES 


PHILADELPHIA 


CLEVELAND 


MIAMI 


TOLEDO 


DETROIT 




KGSS 


H'lBG 




H'GBS 


irsFD 


IVJBK 


STOKER 


NEW YORK 


MILWAUKEE 


CLEVELAND 


ATLANTA 


TOLEDO 


DHROIT 


BRQADCASTI.W COMRIXY 


IVHN 








H'SPD-Ty 


(fJBK-Tf 
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'We must vieiv 
with profound 
respect the infinite 
capacity of the 
human mind 
to resist the 
introduction of 
useful knoivledge/' 

THOMAS RAYNESFORO LOUNSBURY 

(A ntvi ieau scholar and cthicalor, 1S3S-1015) 




Clear and I'l eseni hanger 




Fil l Rescue 




Well, maybe. 

But a lot dei)en(ls on how that useful 
knowledge is introduced. For instance, 
during tho last quarter of 1962, NBC 
News specials presented in evening 
time covered such diverse actualities 
as the Cuban crisis, the Berlin Wall, 
and the world of William Shakespeare. 
These programs attracted an average 
audience of 7,800,000 families— aw 
audience virtually as large' as the 
average audience for all regularly 
scheduled nighttime programs. 

It is clear that people today do not 
"resist the introduction of useful 
knowledge''-at least when it comes 
to them by way of special programs 
produced by NBC News. 

It has been the custom to boast that 
factual programs attract small but 
select audiences. These audiences are 
still select, but for NBC they are no 
longer small. Potential sponsors may 
take note that more such special 
programs are taking shape at the 
network. For unlike Mr. Lounsbury, 
we at NBC ". . .view with profound 
respect the infinite capacity of the 
human mind." Period. 



*Less than one rating paint apart. 



Trendex 
asked-.* 

Which station 
do you 
FIRST tune 

to for 
the news? 

Washington 
answered: 

WWDC...20.7% 
Station A 17.7% 
Station B 17.4% 
Station C 12.2% 
Station D 9.3% 
Station E 5.0% 



*Based on completed interviews 
in 2,598 homes, September 9 to 
20, 1962. Additional demographic 
material from this Trendex survey 
available. Contact WWDC, 1627 K 
St., N.W., Washington 6, D.C. or 
your John Blair man. 



RADIO 



WWDB 



WASHINGTON, D.C. 



represented nationally 
by John Blair & Co. 



S 



BLAIR 
GROUP 
PLAN 
MEMBER 



A word of caution 
to the FCC 



I 



A publisher's view of 
significant happenings in 
broadcast advertising 



I Ir \ss()ciati()ii oi Maxiimiui Service I elccastcrs (AMSl ) 
lias |)ui before the KCC a rccomiiieiuiatioii of more than jKissiiig 
interest to agencies and advertisers. 

AMS r notes tiiat tiie KCC is considering a sliort-s|)aced vlif 
cliannei in each of eiglu leading connuunities — Okhilioina City; 
johnsiown, Pa.; Baton Rouge: Dayton; Jacksonville; Uiniiing- 
liam: Knoxville; and Charlotte. It argues that tiie ai)i)roval of 
such new vhf assignments (a few short-spacers have already been 
granted) will be a disservice to healthy uhf development, and ii 
is joined in this contention by the Assn. for Coiupetitive Televi- 
sion ( \C'I ) , although the uhf grouj) does so for different rea- 
sons. 

In dealing witii this issue the FCC is again at a cro.ssroads, 

I he FCC was at a crossroads immediately after World War 
ii when it vigorously encouraged the development of fni, then 
backed olf as connnissioners changed and fervor for a dominanl 
fm radio system cooled. 

I \\v FCC was at a crossroads when it established and cncoin- 
aged a uhf system, then looked the other way when the uhfers 
found themselves hard-pres.scd to stay alive economically. 

II the FCC decides on shorl-spaccd vhf assignments it probably 
will, as the \MS1 correctly points out, " (1) weaken the demand 
for uiif and inij)air its development and (2) degrade vhf engi- 
neering standards and create interference to existing vhf service 
to the public." 

At a time when the all-channel receiver rules adopted in No- 
vember 19()2 promised lo give uhf the chance it deserves, the 
opening of vhf floodgates may create a confusion that may make 
the fm vascillations of bygone years seem pale in comparison, 

The time has come lor the Commission to take a stand and 
stay with it. The political a})pointincnt system under whicii 
connnissioners come and go tends to bring new and conflicting 
ideas onto the broadcast regulatory scene in confusing succes- 
sion. 

We urgently reconnnend that each commissioner delve into a 
bit of history, Co back 15 years and trace the shifting sands of 
Coiimiission philosophy and regidation. Fhe point should be 
apparent. \ healthy industry must have well-planned and con- 
sistent regidation. Otherwise it can't stay healthy long. 




H 
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WSB 

ATLANTA 



1963 MIKE AWARD RECIPIENT 




The South's 
pioneer station 
extends deep and 
sincere appreciation 
to the Broadcast 
Pioneers and the 
entire industry for this 
distinguished award 
in recognition of 
WSB's forty-one years 
of broadcasting service. 
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MULTI-CITY TV MARKET 




Allis Chalmers 



WGAL-TV delivers a loyal, responsive audi- 
ence. This unequaled viewer following results 
from fourteen years of pioneering, finest facil- 
ities, and the most complete and modern 
equipment in the area, Channel 8 is the only 
single medium in this entire region that assures 
full sales power for your advertising dollars. 



1^ 

316,000 WATTS 



■TV 

Channel 8 



STEINMAN STATION . Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. - New York • Chicago • Los Angeles • San Francisco 
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Top of the news 

in tv/radio advertising 

4 March 1963 



Tyb and arf urge research refinement on eye of rating probe 

Oil the ihrcshold of investigation ol rating services b) 
Special Subcoinniittee on iiivestigatioiis ol the House 
Coniinercc Coniiiiittce, 'I vli and ARK traded coininenls. 
both urging refinement of iv research tools and meth- 
odology. Committee chairman Oren Harris (left) , wiio 
Tuesday wiW begin looking at the use being made of rat- 
ings (page 51) , found two major industry grou])S mak- 
ing their own proposals. TvB president Norman Cash 
urged an industry group iroin agencies, advertisers, and 
the tv medium, "through an organization sucli as the ARP\" working with 
rating services to: determine what basic relinemenls in sampling and survey 
technitjues must be made now to have more sensitive tools, Avhat is needed in 
way of audience characteristics, what sample sizes are required, and wliat it 
will cost. ARF agreed willi Cash, citing its own appeal for objective research. 

RCA VICTOR, BUICK JOIN FORCES IN TIE-UP 

Blockbuster campaign in network and spot tv and radio will be an impor- 
tant part of RCA Victor's launching this month of Dynagroovc, a record- 
ing-pressing technique hailed as "an evolutionary technical development in 
sound." Total campaign will be budgeted at $2.3 million, aided by a joint 
promotion with Ikiick. RCA color commercials w\U be used on NBC TV 
Wall Disney series; Ikiick will plug a special Dynagioove LP with commer- 
cials in Sing Along With Mitch. I'he automaker, ^vhich is olTering its tie- 
in album at a special price, is backstopping the tv ^vith an eight-week satu- 
ration radio campaign of 3,000 spots schedided in <S2 major markets. 

NBC BUYS 60 MGM, 20TH CENTURY FOX PICTURES 

NBC announced agreements with Metro-Gol(h\yn-Mayer and 20th Centurv 
Fox for tv premieres of 60 major motion pictures during the 1963-64 season. 
Mostly 1955 to 1960 releases, the films will be presented on Saturday and 
Monday evenings. Selections from MGM ^vill be made from such titles as 
Adam's Rib, Annie Gel Yonr Gxtn , The Bvolhers Karamazmi, Had Day at Black 
Rock. Tunnel of Love, and Father of the Bride. 20th Century films will be 
selected from these pictures among others: Seven-Vear Ilch, Diary of A)inr 
Frank, The Tall Man, ]Vild River a.\u\ We're Not Married. 

CBS WRAPS UP KAYE SPONSORSHIP WITH AMERICAN MOTORS, RALSTON 

CBS TV wrapped up sponsorship of its new Danny Kaye show for next sea- 
son, signing American Motors (through Geyei, Morey Jc Ballard) and Ral- 
ston-Purina (Gardner) for alternate half hours. Armstrong Cork was set pre- 
viously for other half. CBS TV moved to the three-c|uarier mark for ncAv 
Judy Garland show signing for sponsorship Menley fv: James (FCJsrB) . Ameri- 
can Tobacco (BBDO) , and General Mills (DFS) . 
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Top of the news 

in tv/radio advertising 

(continued) 



STATE BROADCASTERS URGE BROADCASTER APPOINTMENT TO FCC 

President Kennedy was urged to give serious consitleration to "a (jiialiUcd 
broadcaster" for the next FCC vacancy by 41 delegates to the Coid'erence of 
State Broadcasters' Association I'resideius, a proposal voiced by rep Robert E. 
Eastman last week (si'oxsor, 2;") February) . The presidents, meeting in Wash- 
ington, cited the need to maintain a balance, and "for broad expertise in the 
regulation of this vitally iin|)orianL medium of coimnuuication. 

GUINNESS, HOOD COMMERCIALS WIN SWEEPSTAKE AWARDS 

Arthur Cuiiuiess Sons for television and H. P. Hood Sons for radio look 
Swee])siakes Awards in Hollywood Advertising Club's third International 
liroadcasting Awards. S. H. Benson was agency for Ciuinness and KR:E for 
Hood, in preparing "best commercials." Other television commercials sin 
gled out h)r awards were for Chemstrand, Eaura Sciulder, Mishawaka Rub- 
ber, 'l elcvision Espaiiola (three awards) , Olin Mathieson, New York Times, 
(.reat Western Savings, Ceneral Foods (two) , N. V. City I raflic Department, 
and Ford i\h)tor. Radio awards went to Morris Plan, I'epsi-Cola, Carliiig, 
liandini Fertilizer, Crowell-Collier, W. P. Fidler, Chemstrand. Special tech- 
nical awards went to Chemstrand, Ahirtini-Rossi. County Eaboratorics, and 
Chevrolet. For si'O.xsdr's new feature, CoiiiincrcidI Crlliqiie, analyzing and 
evaluating conmiercials, sec page 10. 

SPONSOR-WEEK continues on page 14 



Color tv revenue heads to $400 million in 1963 
RCA executives predict in annual report 

Color IV revenues lor die industry topped S200 million in 19G2 and 
are e.xpcried to surpass .'s-lOd million in UlfiS, RCA chairman David 
Sarnoll and prcsidem Klnier W. Eiif^sirom said last week in ihe RCA 
aiiiiiial report. During 1902, "color set sales doubled those of 1961, 
prolils Iroin (olor manidaciiiring and .services increased fivefold, color 
luhe produciion was tlouhlcd . . . and color became die profit salva- 
tion ol dealers s(jiiec/ed by the lowering margins on black-and-white 
sets." Color seis and iiibes, iliey added, were the largest profit ( oniribiiiors of any j)roducts 
sold l)\ RCA in l!)()2. (ieneral .Sarnoll and Dr. Kiit;sirom also said prolits and sales of NBC 
esiablished new records last vear. RCA .sales and profits reacheil new highs during 19f)2, sales 
billing Sl,75l,r.ir),()()(), an hitiease of 13% from 19(irs Sl,51!),912,()()(). Profits were «i.5 1,53.5,000, 
l5'/o better than I Ufd's .835,51 1,000. R(JA moved ahead in another area, electronic data proc- 
essing, ihe\ (oiilimied. Sales and rental of coimnerc ial .systems more than doubled over 1901 . 
With a tight rein on (osis, R('A moved "even further along the road lowaril the break-even 
point in this iiiieiisely lonipeiiiise new growth held." 




12 
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Who makes a supersound in Cleveland? 




Special salch arc a specialty 
at Cleveland's Pick-i\-Pay 
supeniiarket chain. Making a 
sn pel's special sound most 
appealing is a specialty of 
WHK RADIO. And that's why 
Charles Moody, Advertising 
Director for the fifty-one- 
store Pick-N-Pay chain, says: 
'We use WHK to sj)arkniany 



of our special promotions 
throughout tlie year." WHK 
clients know their messages 
reach more shopping lists 
with the station that has led 
the market for three years.* 
Check out the facts with 
the Manager,JackThayer,or 
with Metro Radio Sales. 
WHK RADIO,CLEVELAND 



MKTROPOLITAN BROADCASTING R\l)IO, RtPRESENTED liY METRO RADIO SALES 
JACK THAYER, V.l>. A.N'I) GENERAL MANAGER, A DIVISION OF METROMEDIA, INC. 



•hooper, JAN -mar, 1960- DEC, 1962- JAN, 1963 
PULSE, MAR, 1960- nOV-DEC, 1962 
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(continued) 



RECORD YEARS FOR NETWORK, SPOT, 3 M, METROMEDIA, STORER 

Reports oil network and s})Ot billings and from 3 M, Metromedia, ami Storei 
last week showed a gootl year for all. Network billings rose 12.2% (page 
56) , s})Ot billings in the fourth cjuartcr went up 9.5% (page 52) , Minnesota 
Mining sales increased 12%, (page 56), Metromedia net went up 109%, 
while Storer proiits increased 43% (page 58), all in 1962. 

WATCHDOG GROUP. "FACT FINDERS" TO STUDY AP BROADCAST WIRE 

A special Watchdog Coiiimittee and a "Fact Finders" group to study the As- 
ciated Press broadcast wire is being formed by AP Radio and Television 
Association. Watchdog Committee, which will assess wire's overall perform- 
ance, will be headed by Dave Kelly, television news director of KDKA, Pitts- 
burgh. "Fact Finders," to conduct surveys to determine how wire format is 
meeting needs of membership and indicate changes, will be headed by Robert 
Ciaiiible, news director, WFBM, Indianapolis. Both coniiiiittees will report to 
APR I A i)oard in September. 

STORER UNWRAPS NEW B&W "COLOR" SYSTEM 

Color on black and white sets? Not really, it is just a "color effect." Viewers 
of WAGA- FV, Atlanta, were exposed to a special experimental color effect 
on their black and white sets by Storer Broadcasting Co., owners of the station. 
However, liill Michaels, v. p. tv division, stresses that it is not electronic color 
transmission, as developed for standard color tv sets, but a "chromatic visual 
effect that gives the impression of color." Michaels reports the color effect is 
based on image retention. And in no way resembles full color telecasts, l ests 
show one viewer in 15 fails to see color, but those who do react to it instantly, 
he said. Basic gimmick in the system: Artwork is processed under system de- 
veloped in Austria, transferred to \'ideo Fape, then televised. Process is 
patented, and secret. 

ROBERT E. DUNYILLE, CROSLEY PRESIDENT DIES 

Robert F. Duiiville. president of Croslcy Broadcasting since November 1949, 
died last Thursday after a long illness. Dunville had been with the Crosley 
organization since 1937. Funeral services were conducted Saturday in Cincin- 
nati. Dunville is survived by his wife, a son, and daughter. 

NEWS AT DEADLINE 

Fels and Company, heavy tv user, announced appointment of S. E. Zubrow as 
its advertising agency to handle all coiisuiiier products and appointment oi 
Sol K. Zubrow as assistant to the president for marketing. . . . Russ W. John- 
son has been named director of advertising for Ideal Toy Corporation. . . . 
Metro-Goldwyn-Mayer Television now ranks second among all television film 
producers in terms of programs and weekly hours scheduled for the networks 
next season, Robert W. O'Brien, president of MOM. told stockholders. 

SPONSOR-WEEK continues on page 52 
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iC Owned Radio Stations communicate with millions of people in six of America's major markets. 



) knows bestwhat radio listeners want to hear? Listeners them- 
(,es. That's why the six ABC Owned Radio Stations listen so 
(fntively to their audiences. As a result of this unique station- 
(■sner communication, each station is constantly aware of the 
iiDlems and needs of the community in which it performs a vital 
(imunication's service. Whether it's a newspaper strike in 
York, a commuter problem in San Francisco, the need for 
her training in Pittsburgh high schools, a furor over increased 



BlueCross rates in Detroit, the effects Chicago's medical research 
facilities have on patient care, or a means of informing Los Angeles 
residents of a new industry project, the ABC Owned Radio Stations 
respond quickly and effectively in order to reach the very heart of 
each of their communities. . .the people. Why? Because ABC 
Owned Radio Stations just don't broadcast... they communicate! 

« ABC OWNED RADIO STATIONS 



l\BC NEW YORK WLS CHICAGO KGO SAN FRANCISCO KQV PITTSBURGH WXYZ DETROIT KABC LOS ANGELES 



COMMERCIAL 
CRITIQUE, 



Analysis, evaluation, 
trends in tv/ radio 
advertising 



By Austen Croom-Johnson 



U:irk :i good mail) moons iigo, 
Kent-Joliiison, Inc. iiuentetl the 
imisi(al spot radio roinmen ial. 
Alan Kent aiul I little knew what 
Wf were to visit iijjon the iiii- 
siisj)e( ting citi/enry, and in view of 
the |)resent sieiie |)eilia|)s an a|)ol- 
i)g\ is in orileil In those days, after 
suitable (onsiiltation with the 
Muse, we laiiiicheil a ditty |)0|)iilai- 
ly known as "I'ejtsi Cola lliis the 
.S])ot." For nearly two decades this 
( oninierr ial emidied the ailveitiser, 
and became the |)riine exani])le ol 
acrejitanre, (oji\ |)re( is, and mem- 
orability. I'd like' to have a buck 
for all the ]»eoj3le who said they 
wrote it. 

Fnoiigli. It started something — 
for me, lor the business, and |)er- 
liaps for yon. .Vnd so as I (ontiniie 
writing nuisiial advertising, I am 
glad to a(re|)t m'onsor's invitation 
to ofler a nitical a|)|)raisal of to- 
day's cro]) of musical railio com- 
men ials. 

I think the big difficnlty with 
them is theii tiinelessness. Setting 
aside the e.\aminatif)n of ro]jy and 
other factors for the moment, it 
seems that ahiKtst any old notes 
will do, and there is a lamentable 
lark of nuisiral form. When yon 
write a |)ie(e of nriisic to sell mer- 
(handise, are any old notes good 
enough? Some of the i)eo[)le who 
(ommit them, and others down the 



line who a|)|)rove them for broad- 
cast, seem to be siiflering from ainu- 
Md — wlii( h Webster will tell yon 
is "a (ondition . . . nrarkeil by loss 
of ability to follow anil a|)|)reciate 
mnsi(." With(»ut a series of notes 
that stick in ^onr ciistomei's head, 
what's the jjoiiit of using a musical 
comineiTial at all? 

I anr reminiled of a wall at the 
lai end of one of the old Decca 
Recoril C:om|)any's studios. On it 
was |)ainted a large |)irtine of an 
American Indian in full regalia. Iir 
the balloon that issued from his 
month, anil dearly dis])layeil for 
all the miisitians and singers to 
see, was the line, "WHERE'S THE 
MELODY?" The late jack Kai)p, 
who with his brother Dave formed 
Decta Records, believed in the 
theorx that the public should be 
given a thance to hear the tune. 
To nre this is a vital ingredieirt in 
any musiial connnercial. 

15)' and large it is |jleasant to ob- 
serve that, among others, the ciga- 
rette advertisers have some listen- 
able unisic to dress up their mes- 
sages. L 8; M, for one — the arrange- 
ments are attiactive and in good 
tasie; add a (onr[)etent singing 
grc)ii|) and a good nrelody, and you 
get "lots more" fionr this coirrnier- 
c ial. 

Now let's have a look at the dif- 
{Plcdsc turn to f)(igc fiS) 



JOHNSON LIKES THESE 3 COMMERCIALS 
Hertz: TJiis inodi-rti and dislijiclwc vocal lifts yoii out of 
your .seal and iiito the drixwr's. 

Kent Cigarettes: Malws yon think "kindly" of the advertiser 
for that (juiet aj/j/roarh and exhibition of good iniisiral 
taste. 

Wrigley's Gum: A sing-along tnne that's jnst right for chew- 
ing enjoyment . 



The 
Most 

Important 

1/4" 
in 

Time 

Buying 

Today 



I Sec opposite pdgcj 
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THE MOST 
IMPORTANT 

W IN TIME^ 
BUYING TOD 




The Monday stack may hj'de many needles. SPONSOR'S not one of them. To a buyer, 
SPONSOR pops out of the pife as the most important W' in his buying mix— that 
tureen of soup in the back of his mind that needs the constant stirring in of 
SPONSOR'S top-of-the-news; of SPONSOR'S significance-of-the-news; of SPONSOR'S 
spotting of trends; of SPONSOR'S scouting of the future. It's all about broadcasting 
and it's geared entirely to buying. SPONSOR, the "extra margin" in the profession 
of buying time, and the selling to timebuyers. 555 Fifth Avenue, New York 17 
Telephone: 212 MUrrayhill 7-8080 
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Prevfous NSI reports established KAY- TALL as the outstanding buy in the Shreveport 
Market. NOW-Tall -Tower Coverage delivers MORE homes than ever before -showing 
substantial increases in EVERY time-segment of the day, SIGN-ON to SIGN-OFF*! Get 
the facts from BLAIR TV! 





Total 


% 




Homes 


Change 


M-F 7-9AM 


14,800 


UP 85% 


M-F 9-12N 


23,200 


UP 16% 


M-F 12-3PM 


13,700 


UP 7.9% 


M-F 3-5PM 


21,200 


UP 33.3% 


M-F 5-6:30PM 


42,800 


UP 27% 


S-S 6:30-10PM 


54,100 


UP 10% 


S-S 10-12PM 


18,500 


UP 27.6% 


*NSI 11/62 


compared to 


3/62 




NBC FOR SHREVEPORT 

Walter M. Windsor Gen. Mgr. 
James S. Dugan Sales Mgr. 
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Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



4 MARCH 1963 / copyright I9S9 



At least two of the three New York network television flagships are losing money as a 
result of expanded news coverage during the newspaper strike. For example, Joseph Stam- 
ler, vice president in charge of WABC-TV, said that his station is shelling out $20,000 a 
week for expanded coverage. Increased advertising revenues resulting from the strike, how- 
ever, come to only about $7,000, leaving a weekly deficit of $13,000. 

Stamler noted that, except for airline and automotive accounts, advertisers who normally 
use New York newspapers are not necessarily looking to television as a market, although ra- 
dio stations have picked up new business. 

(Noteworthy addendum: The Newspaper Guild of New York estimates that between 
200 and 300 New York newspapermen have found jobs in radio and/or television during 
the strike.) 

Advertisers will have a new local-level tv wrinkle to worry about next season. Station 
and group-produced shows will account for a significant amount of early-evening and 
even prime time. Buyers will have to figure not only the cpm but impact and goodwill val- 
ues in local communities. 

SPONSOR survey (upcoming 11 March) reveals most large tv groups have substantial plans 
for their '63-'64 programing- average increase in hours is 70% above last year. With se- 
ries budgets running as high as $1 million, groups aren't going to waste new material in 
marginal time. 

Spurred on by FCC, station management will not only spend, more on productions, but 
will insist on slotting new product in best possible periods. Result: disruption of some 
planned network clearances, and probable emphasis on qualitative audience factors when 
sellers of time begin making agency rounds. 

Chrysler, moving more heavily into broadcast media as a result of new sales strength, is 
seeking to combine dealer association spending with factory buys for purpose of im- 
proved discounts on radio and tv stations. 

Burton Durkee, Chrysler director of marketing services, notes corporate funds are 
involved in dealer dollars, as much as 50%, and sees merit to combination. He says it is 
not a return to the old co-op system, but does have that effect. 

Some stations have rejected proposal, while a number have accepted the combination of 
dealer and factory money for maximum discount. Ford, similarly, has tried for maximum 
discounts in some instances. 

CBS TV share of network tv billings increased last year for the first time in five years. 
From a high of 46.4% of three-network dollars in 1957, CBS share dropped to 37.7% in 
1961, though CBS total tv dollars showed increases over the years. In 1962, however, CBS TV 
growth was at fast pace and its share of billings moved up to 39.0%. All networks en- 
joyed record dollar year, with NBC TV share at 35.3% and ABC TV share at 25.7%. 

TvB plan for individual station clinics this year, rather than regionally as for severed 
years, is going strong. 80 stations have asked for clinics. Sessions will include presentation 
and discussion for local advertisers, retailers, agencies in the morning, with afternoon to be 
devoted to several elective topics. 
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Leading media research executives say big problem facing their field is to straighten 
out sampling techniques and the base of information. They agree more demographic 
information is necessary, but think that before additional information is forthcoming, they 
must first clean house. 



Despite plenty of competition, Goodson-Todman continues to show the others how it's 
done when it comes to successful packaging of game and panel shows, particularly the daytime 
variety. 

G-T has no less than four such packages ranking in the "Top 20" daytimers (see 
list below), plus strongly-rated nighttime versions of To Tell The Truth and What's My Line. 
Figures are Nielsen AA levels for the current season, October through January. 



Recalling radio network heyday of agency-packaged shows, it's interesting to note num- 
ber of high-rated daytime tv shows produced for clients by leading ad agencies. Such 
situation is no longer true in nighttime tv, where networks want to (1) package, (2) control 
and (3) have a piece of the residual action of nighttime shows. 



Sparked by daytime serial produced by Young & Rubicam, agencies represented in- 
clude Compton, Leo Burnett and Benton & Bowles. The same agencies are active in 
nighttime tv only in program purchases. 



As the World Turns 


13.1 


Young & Rubicam 


House Party 


11.2 


John Guedel Productions 


Password 


11.1 


Goodson-Todman 


Guiding Light 


10.2 


Compton Advertising 


Search for Tomorrow 


9.9 


Leo Burnett 


To Tell the Truth 


9.4 


Goodson-Todman 


Edge of Night 


9.0 


Benton & Bowles 


CBS News (3:55/3:25) 


8.9 


CBS 


Match Game 


8.7 


Goodson-Todman 


Millionaire 


8.6 


CBS TV 


Secret Storm 


8.5 


Roy Winsor 


Love of Life 


8.4 


Roy Winsor 


Concentration 


8.2 


NBC TV 


CBS News (12:25) 


8.0 


CBS TV 


Price Is Right 


7.3 


Goodson-Todman 


Truth or Consequences 


7.0 


Ralph Edwards 


NBC Daytime News (12:55) 


6.8 


NBC TV 


Make Room for Daddy 


6.6 


Marterto Productions 


Pete and Gladys 


6.6 


El Camino 


Your First Impression 


6.5 


Monte Hall/Art Stark 









Is national spot sponsorship of tv programs fading into oblivion? New TvB/Rorabaugh 
report for fourth quarter 1962 would provide strong support for argument. Dollars spent for 
program in quarter are up very slightly, but share is down to 9.7% from 10.5% a year 
earlier. Five years ago, program share of spot dollars was 17.6%. Announcements, a num- 
ber of which are placed in programs on a participating basis, are up to 81.6% share from 
71.1% five years ago. 
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Soundtrack music and jiggle tunes now represent important source of income to 
many top composers and tunsmiths, and much that is musically creative ("Mr. Clean," 
Newport and Chesterfield jingles etc.) is being written for them. 

Latest move in this field has been made by trio of music industry figures — Sol Paplan, 
Hershy Kay and Eddie Sauter — who have formed a new creative concern to handle 
writing of lyrics, scoring, orchestration and arranging for tv commercials, radio jingles and 
industrial presentations. Firm is called The Composers Company. 

New group hopes to save money for advertisers using music in commercials. Kaplan put 
it this way: "The technical preparation of music up to the point of performance is needlessly 
fragmented and uncoordinated, with a resulting loss of spontaneity, time and money." 



It's official this time for Leo Burnett participation in the upcoming NAB conven- 
tion in Chicago opening 31 March. 

Last year, the agency crashed the party and took part unofficially, a first for any agency. 
This year, Burnett will operate with NAB blessing, the only agency to do so. Burnett's 
plan is to show broadcasters how computers are being used, how an agency operates, 
and provide other pertinent information for broadcasters. 



Heavy promotion effort and pick-of-the package movies have gotten NBC TV off 
to strong rating start ■with new Monday-night movie series, and brought in substantial 
participation billings. 

Nielsen figures below reveal what happened on opening night of movie series, which 
is built around package of post-1950 pictures from 20th Century-Fox. Note that "The Enemy 
Below," a fast-paced adventure film starring Robert Mitchum and Curt Jurgens, and directed 
by the late Dick Powell, was on lineup of only 140 stations as against 189 outlets for new 
Lucy show on CBS. 

Figures also show audience levels and shares in previous month when NBC was still carry- 
ing a pair of hour-long film shows in 7:30-9:30 p.m. slots which were subsequently axed. 

FEB. 4 AA JAN. 28 AA FEB. 4 SHARE JAN. 28 SHARE 



9.3 

"Man's World" 
"Saints & Sinners" 

29.6 



30.9 



37.5 



13.7 



43.5 



NBC 
Movies 

"Enemy Below" 21.3 
(140 stations) 

CBS 

Tell the Truth 25.9 
I've Got A Secret 
Lucy (189stas.) 
Danny Thomas 



ABC 

Dakotas 16.5 21.3 23.9 31.3 

Rifleman 

Stoney Burke 

NBC average homes per minute gain in one week: Feb. 4 — 10,607,000 

Jan. 28— 4,631,000 

5,976,000 Gain av. min. 



i 
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Buying network programs on the basis of last years' performance may not be 
completely applicable principal this year. 

Generally, advertising executives who have screened available pilots say they are at a very 
high level, which could produce surprises on all three networks. Situation does differ at CBS 
TV and NBC TV where fewer pilots are being shown than at ABC TV. Such shows as Danny 
Kaye, Judy Garland, Bob Hope and Joey Bishop have no pilots, but pilots of NBC TV's 
Grind! and CBS TV's East Side, West Side and Favorite Martian have produced good reac- 
tions in old-style pilot selling. 



ABC TV on the other hand has a large number of pilots. These new shows are 
said to be the best collection of pilots ever shown by the network. MacPheeters, Breaking 
Point, Fugitive, Greatest Show on Earth, and Young and the Bold are a few of the names 
mentioned. ABC TV last week passed the 60% sold out level. 



In a good week for sales, ABC TV has just racked up some $12 million in billings from 
Alberto Culver for Ben Casey, Breaking Point and Greatest Show on Earth. Also, 
$4 million from Miles Labs for MacPheeters and Combat, and Procter & Gamble picked up 
Fugitive. Add to this sales score some $5-million in billings from Noxema, Schlitz and other 
advertisers for the current season. 



Pressure groups and tv do-gooders are keeping up their usual campaigns of 
self-appointed vigiliance despite clear-cut evidence in Gary Steiner's blockbuster study of 
viewer attitudes "The People Look At Television," that most viewers mostly want tv to 
be entertainment. 

Good example of this can be found in latest anti-tv blast of National Congress of 
Parents and Teachers, whose headquarters is in traditionally conservative Chicago. In 
the current PTA Magazine, tv is charged with being the villain in "The rash of self-inflicted 
gun shot wounds turning up in Doctors' offices these days." Viewers, the magazine says, are 
shooting themselves in the leg or foot when they practice the classic western "fast draw." 
Other potshots by the PTA Magazine were taken at: 

• Mr. Smith Goes to Washington: "It seems unlikely that Mr. Smith can 'bring greater 
interest in and understanding of our Congress. . .' " 

• McHale's Navy: "Naval maneuvers are fo refitted, frivilous, and funny." 

• I'm Dickens, He's Fenster: "Of all the types of comedy the very dullest is surely the one 
in which the joke is simply that a character pretends to be stupid." 

Not all print media critism of tv is taken lying domi. Neat point was made in 
quantative study by WJXT, Jacksonville, of the advertising content of tv and newspapers 
during a typical week. WJXT study showed that: 

• Ads in the morning Times-Union covered 67^c of the newspaper's total space. 
•WJXT-aired commercials, during the same week, accounted for only 16% of the total 

schedule. 

• From Monday through Saturday, excluding the Sunday edition, advertising appeared on 
312 out of a possible 332 pages in the newspapers. Ad-less pages were up front, or editorials. 

Moral, as drawn by WJXT, was for advertising purpose. Said the station: "An advertiser's 
message can be lost in the crowd." But study also refutes oft-repeated newspaper charge 
that tv is "too commercial." 
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We hope you read our "love letter" on the other 
side of this page. 

It is one of many we have received since putlinfj 
"La Clase de Kspanol" ("The Spanish ( -lass") on 
the air in De< eml)er. 

We offered the program as a public service, in 
cooperation with the Indianapolis Public School 
System, and as daily class material for thousfinds 
of |)upils in and around Indianajjolis. 

Within days, more than tive thousand people 
wrote or telephoned for free study guides. Many 
asked us to repeat the telecasts after working 
hours. (Request granted.) And a lot of good peo- 
ple, likt Mrs. Sharp, have since written merely to 
say ' muchas gracias." 

The unusual thing about all this is that it isn't 
unu.sual at all. It is, rather, typical of the role we 
play in community life, and of the rapport 
enjoy with our audience. 

Should you ask your KATZ rt presentative 
tell you more about WFBM-TV? Si! 






"555/ FIFTH 



Letters to 
the Editor 



MORE ON COMMERCIAL TIME ISSUE 
Reganliiig yom slory on the (oiii- 
meicial time issue "New Afovc to 
Limit Commercial Time" (25 Pel)- 
niary) . I tliiiik tlie piece is an 
excellent treatment ol the .subject. 

Incidentally, yon may he inter- 
ested to know that Boh I.ee ha.s ac- 
cepted our inxitatioii to discuss 
this mailer inh)rmally at the TV 
session ol the XA1> Conveiiiion in 
Chicago. Hill I'ahst will take the 
otlier side as a station operator and 
Chairman of the Television Code 
Review IJoaid. It should he an in- 
teresting ))rogram. 
ROBERT D. SWEZEY, director, the Code Au- 
thority, NAB 

EWR&R AlOS U.N. REFUGEE PROGRAM 
Erwin Wasey, Ruthranll S; Rvan is 
assisting in the "All Star Festival" 
fmul-raising program of the United 
Nations High Commission for Ref- 
ugees, lioth the London and N'e^\ 
York oflites of the ad ageiuy are 
contributing tlieir services. 

The prograni consists of a S|)e- 
cial LP recording to be sold 
throughout the world with all pro- 
ceeds going to support of refugee 
resettlement. F.\\n<X;R helped de- 
velo|) the program literatnre and 

aiiiimi 

I '4 -WEEK 

I MARCH 

I Assn. of National Advertisers workshop 
J on tv advertising. Hotel I'laza, New 
1 York, G. 

I California Broadcasters Assn., annual 
^ meeting, Mark Hopkins Hotel, San 
g I'r.inci.sco, 7. 

1 American Women in Radio and Televi- 
I sion, New York City chapter, "Projec- 
S tion "63" panel discussions, McCann- 

Erickson conference room. New York, 

9 March and 6 April. 

1 Toy Fair Both annu.il exhibit, 1107 
g Broadway, New York, 11-lfi. 

i American Association of Advertising 

M Agencies, regional council meetings: 

J riigcl .SoiukI, .Si-alllc, 11; Soullicrn 

J Califoniiii, Los Angeles, II; Nortli- 

= erii Ciliforiiia, .Sail Francisco, 12; 



assisted in org;mi/ing the promo- 
tional elFort. A<comii executive 
Jerry Golden is lunidling this as 
signment for ihe ageiuy oui of 
Xew \'ork. 

The inicin.itional artists (on 
tribiiiing to "All .Star Festival" are: 
Louis Armstrong, i\raiiii(e Chexa- 
licr, Xai "King" Cole, liing Crosby, 
Doris Day, l-'lia Fii/genild, Mahalia 
jacksoii, .Vana .Monskoiiri, I'atti 
I'age, Louis Alberto Del Parana, 
Fdith Piaf. Anne Shehon, and 
Caterina Valenie. 

The ITniied States Coimiiittee 
lor Refugees, working lor the IT.N. 
High C^oininissioner here, has set 
> I, ()()(),()()() as the sales goal for this 
comitrv alone. Almost LS million 
homeless peo))le in the world today. 

EWR.^^R will also irv to get co- 
operation of tv-radio advertisers 
and nct^vorks in ])nbli( i/iiig the 
record. Tho.se who are interested 
(an (ontact (. Clolden at 711 3rd 
Avenue, New ^'ork. 
FELIX SCHNYOER, U.N, High Commissioner for 
Refugees, and OR. NORRIS WILSON, executive 
v.p. of U. S. Commitee for Refugees. 

THIS WE FIGHT FOR 

I ^vant to salute you for your fine 
editorial in the 28 January issue 

■:•! , " ■ "11 m '«! '.Ill :<': 

CALENDAR * 

OrigoM, I'lirlland, 13; New Kngl.iiid, 
lioslon. 13. 

National Educational Television and Ra- 
dio Center ipiing meeting of program 
managers and suilion managers of 
allilialed non-conuiieicial educational 
IV .stations, I'aik .Sheraton Hotel, 
New \<nk. 20-22. 

International Radio and Television Soci- 
ety, 23r<l anni\c-i.saiv banquet. W'al 
(lorf- \stoiia Hole!. N'ew Yoik. (i. 
.Sjnliig limchuving and .soiling scm- g 
inar. CH.S Radio. ,\Vw Voik, sum's S 
sivc Mondays except for one Tiics 
dav session 19 M.itd). Secoiul air 
uiial Collf'giale I5vo.idcaslcrs Coirfei 
ence. Park Sheralon Hotel. .New 
York 21-22. 

Intercollegiate Broadcasting System, 2Uli 
annual roiivenlion. New Yoik nui- 
versily. New York, 23. 



in wlii«h )on state, (ogeiitly, "This 
W'e l*"ight Fo) ." 

'I hese are sound oi)jc« t ives. When 
tlie\ are leaii/ed, and iliey iinist be, 
bi oadi .1st iiig will be a far gicatcr 
and jar superior segmeni of the 
American economy than it is to<lay. 
WARD L. QUAAL, executive v.p., WGN, Chicago. 

SPOT RADIO COMPILATIONS 

Ke: Vonr editorial "This W'e I'iglu 
l'"or" in 28 J.innaiy IDfi.S issue. 

May we please bt included to re- 
ceive <oj)ies ol )()nr spot radio com- 
pilation as soon as ihey are a\ail- 
al)le lor general release. If this in- 
formation is av;iilal)le lor the vear, 
would it l)e |)ossil)le lo obtain a 
(0|)) of this report. 

Thank Yon! 

HARVEY MANN, Campbell-Mithun, Inc., Chicago. 

► Soiry, the rotiifntntion of sfwl radio 
fi(^ure.s is sninrlliing ve linpe Die industry 
II'/// nrromfili^li. II is not yet realized. 

NO CHANGE FOR SINGER 

In the interest of good reporting, 
I feel obliged to tall yonr atten- 
tion to the (ommentary given to 
Singer (Sewing >fa(hinc Cc).) in 
your A February Sponsor-Scope. I 
(pu)te — "The change in Singer 
Sewing iMadiine (L.^R) manage- 
ment is beginning to relied itself 
in the change of view it's taking 
loward the nse of tv." F"or your 
iidormation, there has not been 
any change in management. . . . 

I ()iiote again — "Tlie ac e omit, at 
the agency's recommendation, has 
decided to swing away from its 
nighttime oriental ion." W'e ha\"e 
decided no such thing. . . . 

W'e h;i\e bioadened onr line to 
include lloor cleaners and other ap- 
pliances. For your information, we 
are testing daytime tele\ision and, 
should we coniiniie it, this -ivoirUl 
be in addition to nighttime televi- 
sion. 

H. H. HORTON, director of advertising, Singer 
Sewing Machine Co. 



LETTER WRITERS 

I'm doing research for a maga- 
zine article on. the letter writers — 
the men, women and children who 
wiite personal, unsolicited mail to 
corporations, \.\ stations, as well as 
goxernment aiul other targets. Ha\'e 
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I Hill!! I 



~^ '» III nil! I! 
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VOll IXCI (ONCKll .Ills .ls|)Cll 1)1 lIlC 

111. Ill — fiilicr from ilic s|)<iiis<ir's 
poiiii of view (:iiul seiisii i\ ity) or 
from tlu; gcncr.il viewpoint of rc- 
>|)oiise? 

If yon conhl simply provide mc 
wiih tiilcs and dates, I ran find the 
l)a(k. copifs in onr pnl)lic lihrar)'. 

EVELYN RINGOLD 

^ SPONSOR rrj^rrls lliol tbii important 
arra of iulcmt for sponsors has not been 
the suhjnt of sponsor artutes. If any of 
our iradi rs can assist Mrs. liingold, write 
to 1201 Stratford Ivr.. Mrtrosr Park, Pa. 



LAUDS CREATIVE SELLING 

sponsor's coverage of the group 
plan controversy "Radio flroii]) 
Plans Provoke Strong Reaction" 
(l.'S l-'eljniary) was, as usual, excel- 
lent, l)iit I have strong j)ersonal 
feelings about the importance of 
.ill)' good (reaiive selling that will 
henefii the industry. 

I'm taking the lihert) of send- 
ing yon my comments. 

Inasmiuh as the lialahan Sta- 
tions in key national markets ha\e 
.tn im])()rtant stake in an\ thing 
which ellects the growth and de\el- 
opment ol n:itioiial s])ot radio 
hiisiness, it seemed to iis to he a])- 
|)ropriate to attempt to add some 
additional insight lo the somewhat 
( f)ntroversial subject of radio sta- 
tion represeiuative gioiip selling. 

In recent years many millions of 
dollars have acdiied to the Blair 
Plan and the stations they repre- 
sent. In the proiess. (()ni])etitive 
stations lost the business. 

Why all of a sudden does the 
subject of group plan selling, 
wliidi has been in ellect for many 
\eais, beiome so highly controver- 
sial? Perhaps it is because there 
are moie plans and networks avail- 
able whi( h results in more compe- 
tition :in(l iti the process creates 
more controversy. 

W'e submit that (ompetition is 
.1 he.'iltliy characteristic of business 
and as sales competition becomes 
keener, generally niudi good (omes 
out of it. . . 

Kven though much i"e])i"csent;i- 
live groii]) selling has been diver- 
sionary in ch;u a( ter, anyone who 
analyzes the history of this ty])e of 
selling over the past few years must 
iC(ogiii/e ihe fact that there has 



also been .some iieaiixe selling. 

.Viiythiiig in spot radio whidi 
has the potential to im|)leinent cre- 
ative sales activities has merit. 

(lertaiiily much of the future of 
national sjioi sales is dependent 
u]K)ii repiesentati\es and stations 
finding new, enterprising ways to 
create business. 

Uecairse ol the complexities of 
the advertising business, with both 
agency and dieiit, it is dilficidt and 
to a degree impractical to expect a 
great deal of time and attention to 
be given b) key people to the crea- 
tive sales ellort of the single radio 
station. It does hap|x.'n, of coinse. 
However, if suddenly hundreds of 
radio and television stations ])ut 
their creative ellorts into high gear, 
eadi ol them would ha\e a dilfidilt 
time getting the top level audience 
necessary to make their creativity 
ellect ive. 

On the other hand, the efficiency 
of creative selling through a group 
or a network (an warrant more 
decision-making level attention. 
'I'here is, tlierelore, a potential in 
all giou]) selling which can bring 
about a liigher future national s])ot 
\()lunie. We are in favor of this. 

It is axiomatic in business, and 
most assuredly in the radio busi- 
ness, that when more is bought, the 
imit ])ri(e is lower. This is typi- 
cal of almost all radio rate cards. 
,\ discount on a group sale is not 
in the least bit contrary to the dis- 
counting which takes place in the 
usual ])attern of selling. 

In the controversy over group 
plans, to be or not to be, there is a 
vast misunderstanding in seman- 
tics. If a discount is a "cut rate," 
then everything is cut rate. W'e 
feel that the application of this 
term is not appropriate in any situ- 
ation where the discount is con- 
sistent and a[)plies pro])ortioiiately 
to all purchasers. . . 

There is a l)a( kground of experi- 
eiKe and creativity in the areas of 
the active and siucessful represen- 
tative grou]} sales plans which, in 
oui- opinion, should augur well for 
the future of the niediuiu. .\s this 
develo])s, the industry will benefit 
and there will be a substantial in- 
crease in the levels of national ad- 
veitising investment in spot radio. 

JOHN F. BOX, JR., managing director. The 
Balaban Stations 




FUNNY, MAN! 

The Steve Allen Show 
is now seen in the 
following markets 



Baltimore WJZ-TV 

Boston WBZ-TV 

Chicago WBKB 

Cleveland KYW-TV 

Columbus (Ohio) WTVN-TV 

Dallas KRLD-TV 

Des Moines KRNT-TV 

Detroit WJBK-TV 

Evansville WTVW 

Grand Rapids WZZM-TV 

Honolulu KGMB-TV 

Indianapolis WLW-I 

Kansas City KMBC-TV 

Los Angeles KTLA 

Minneapolis/St. Paul WCCO-TV 

New Haven WNHC-TV 

New York WPIX 

Palm Beach WPTV 

Phoenix KOOL-TV 

Pittsburgh KDKA-TV 

Portland, (Me.) WGAN-TV 

Portland, (Ore.) KATU-TV 

St. Louis KTVI 

San Antonio KENS-TV 

San Diego KFMB-TV 

San Francisco KPIX 

Seattle KIRO-TV 

Springfield (Mass.) WHYN-TV 

Syracuse WNYS-TV 

Tucson KOLD-TV 

Washington WTOP-TV 

Youngstow^n WKST-TV 

WBG PROGRAM SALES, INC. 

122 E. 42nd Street, New York 17, N. Y. 
Murray Hill 7 0808 
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FUNNY, MAN! 



And television's funniest pro- 
ram is really packing them in! ARB 
ata shows The Steve Allen Show in 
irst place, or tied for first, in mar- 
ets like: Los Angeles f 5 rating, 33% 
hare in 7-station market) Pitts- 
urgh, Kansas City (10 rating, 39% 
hare in 3-station market), Boston 
? rating, 41% share in 3-station 



market), Baltimore, Washington (5 
rating, 33% share in 4-station mar- 
ket) and Cleveland! 

In fifteen markets surveyed by 
ARB in October and again in Novem- 
ber, the average market showed a 
30% increase in rating and a 21% in- 
crease in share of audience for The 
Steve Allen Show in a month's time! 



Let us show you a sample of the 
series which Cecil Smith of the Los 
Angeles Times called: "wild, unin- 
hibited fun"; fill you in on its out- 
standing rating performance; and 
present several other succinct rea- 
sons why The Steve Allen Show 
should be on your station, inter- 
ested? Get in touch with Al Sussman. 



JUrce: ARB Reports, October and November, 1962. Average Yi-hr. rating In Steve Allen time period. 



VBG PROGRAM SALES, INC. 



A SUBSIDIARY OF 



WESTINGHOUSE BROADCASTING CO. 

122 E.42nd Street, New York 17, N.Y. • MUrray Hill 7-0808 
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Judge TV 
picture quality 

here 
and you II be 

fooled ! 




View it on a tv tube and you'll 
see why today's best-selling pictures 
are on Scotch brand Video Tape 

Don't fall into the "April f-ool" trap of viewing filmed tv com- 
inercials on a movie screen in your conference room! The only 
sensible screening is by closed circuit that reproduces the film 
on a tv monitor. Then you know for sure how your message is 
coming through to the home audience. 

When you put your commercial on "Scotch" Video Tape 
and view it on a tv monitor, you view things as they really 
appear. No rose-colored glasses make the picture seem better 



than it will actually be. No optical-to-eiectronic translation 
takes the bloom from your commercial or show. Every single 
image on the tape is completely compatible with the tv tube 
in the viewer's home. 

You've just completed a commercial you think is a winner? 
Then ask your tv producer to show it on a tv monitor, side- 
by-side with a video tape. Compare the live-action impact and 
compatibility that "Scotch" Video Tape offers agencies, ad- 
vertisers, producers, syndicators. Not to mention the push- 
button ease in creating special effects, immediate playback, for 
either black and white or color. Write for a free brochure 
"Techniques of Editing Video Tape", 3M Magnetic Products 
nivision. Dept. MCK-33, St. Paul 19, Minn. 



See us al the NAB Show Booth J 9 IV 



••SCOTCH' 15 A BEGlSTrRfD TM OF 3M CO.. ST. PAOL 19 MINN. 

magnetic Products Division 



3m 

■■■ COmPANY 
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l.(c Kuh (led) ol 
Ufiifoii X; Uowlcs, and 
Diik I'iiikliain (l)flow; 
ol l ed Kaics, liciul 
<(>Mil)iiK'(l incdi.i 
program depart men is. 
H^\i was first to iiiiitt 
two ojicratioiis three 
years ,i'^o 



Media & radio-tv unite: 
Can tliis marriage succeed? 



Bates coordination of media and program 

departments raises new Madison Avenue speculation 
on traditional intra-agency rivalries 



Wiieii Tecl Bates aiinoiiiiced sev- 
eral (lays ago tliat it lias reor- 
ganized its media and program op- 
erntioiis into one (lepnrtmeiit inider 
Richaid A. R. Piiikliain, senior v. p. 
and liead of radio and television 
for the agenc), speculation quickly 
became rife along iNfadison Avenue. 

Does the Bates move indicate 
that the liigli-biidgeted radio-tv de- 
jjartments are gaining tlie iip|)er 
hand in their perpetual conllict 
with media depattinents at many 
agencies? Or does it mean that 
this internecine strife is dissolving 



in the face of grow ing pressure for 
coopeiation in all phases of media 
buying? 

Finally, can programing and me- 
dia departments effectively pull to- 
gether in one yoke? 

The emphasis at Bates is on co- 
operation. When asked by sroNSOk 
win the reorgaiii/.atioii had been 
undertaken, the agency had this to 
say: 

"The consolidation of radio-tv 
with tnedia is a matter of logic. 

■"riie radio-tv depattment has 
had three functions: to evaluate tv 



piograms, to buy them ami to su- 
pervise them. 

"Nothing will ever diminish the 
importance ol evaluation and su- 
pervision. In fact these may be- 
come nioie important as time goes 
on. 

"But shows can now be bought 
with itnpiecedented llexibility, can 
be selected to teach s)jecific target 
audiences, can Ireqiietuly be bought 
on short-teiin contracts. This per- 
mits network to be phased even 
mote dosel) into a piodiict's total 
a(hertisiiig plan. 
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Senior Vice President 

in Charge of 
Media & Programing 

LEE RICH 



Media & tv under one roof at Benton & Bowles 



Network TV 
Relations 

L. CURRLIN 



Vice President & Manager of 
Radio/TV Programing 
Department 

IRWIN SEGELSTEIN 



TELEVISION/RADIO 
PROGRAMING DEPT. 



Executive 
Producer 

Donald Wallace 



Assoc. Prog. 




Assoc. Prog. 




Assoc. Prog. 


Director 




Director 




Director 


f BartholomeA 




Philip Capice 




LeAis Wechsler 



Unit Eiecutive 
Producer 

Charles Fisher 



Manager Syndicate 
Film Operations 

John Sibley 



Manager 
Programing Services 

Arthur Richards. Jr 



Live Production 
Presentation Facilities 

Glenn DeBona 
John Riccardi 



TV Studio 
& Theatre 

Jack Adier 
Reuben Glickman 
Ben Hirsch 



HOLLYWODD 

Vice President in Charge 
Al Kaye 

Vice President 
Programing Production 
Murray Bolen 

Producers 
Donald Forbes 

John Hamlin 

Win Morton 
Fred MacKaye 

Office Manager 
Mary E. Stahl 

Traffic Manager 
Nancy Brown 



Producers 

Bud Gowen 
William Marceau 
Stephen Schenkel 



Supervisors 

Joseph Stewart 
Michael Marden 
Ernest Nagel 



Traffic 
Manager 

Marion Lennox 



Assistant Traffic 
Manager 

Marie Adams 



Traffic 
Operators 6 



Film Rooms 

Harvey Zuckerman 
Irving Osowsky 



Film 
Inventory 

Kate Pesce 





Vice President 
in Charge of 
Business Affairs 

William Schneider 




Business 
Manager 

Cecilia Mulrooney 




Assistants to 
Business Manager 

Bernard Ehlers 
Rose Shechtman 




Legal 
Clearance 

Marilyn Meehan 











"As a result, close coonliiiaiion 
i)el\\een iiciwork buying and all 
oilier buying is imperative. The 
ws'o responsii)le (]e|)artineius not 
only should l)e under one hnnner, 
they should alsf) he located on the 
same lh>or and in d;iily, e\eii hour- 
ly comnnniiration." 



Some .Madison Avciuic ohscrvcrs 
saw the lintt-.s move in a dillerent 
light. Said one large agency media 
director: "I'.ates comhined the two 
departments l)e( au.se it was the oid\ 
way iliey <()uld keep Dick I'iiikhani 
from leaving the agency and going 

to \r.c." 



Said another: " \11 liates has 
clone is formallv acknowledge a sit- 
uation that has existed for a long 
time — (loniiiiation of the agency by 
the television department." 

.\nd a programing executive had 
this to say: "Radio-tv and media 
departments have entirely different 
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fiiiittions w'iiliiii af;eiicy. I lliiiik 
ii is a inisiakc to try lo foinbinc 
ilieiu into one ()j)ci atioii." 

Sonic historical pcrsjjcttivc is 
necessary to undcrstiuul tliis ineiiia- 
|)rograniing diclioloniy. Meilia ilc- 
|>artnients, explaiiicil jack Peters, 
Micilia director of Kasior, Hilioii, 
(^iiesiey, Clilford K: Ailierion, liavc 
existed ever since prim was first 



used l)y advertising agencies. lUit 
Willi I lie a|)|)earaii( e oi the broad- 
cast media, pai ticiilarly iele\ision, 
broadcast depai iiiieuts began grow- 
ing side b) side wiib tlic older me- 
dia (lejiai inienis. 

'I liis inevitai)ly led lo certain 
coidlicts, Teters said. If a client had 
a million dollar bndgci, I he media 
depariiiieni wanted lo |nii the 



u'hole million into prim and ilie 
broadcasi (lc|)aiiiiieni all of ilic 
mone) into radio and/or t\. 

The situation became even more 
com|)lex when spoi broach asi buys 
became a funciion ol the media de- 
ixiitnient. There weie ieasf)ns lor 
ihis. .S|)Ot buys often involve lela- 
lively small amomiis ol money 
s|>read ainf)ng man) markets. Net- 



Vice President and Manager 
Media Department 

BERNARD KANNER 



MEDIA DEPARTMENT 



Associate 
Media Director 

Richard Gershon 



Buyers 

Grace Porterfield 
W. T. Peschel 
Ken Keoughan 
Scott Clark 



Staff Assistants 

Steve Heller 
Jerry Walters 
Bill Brady 



1 






Assistant 




Assistant 


Media Director 




Media Director 


George Simko 




Jim Thompson 



Buyers 

Stu Hinkle 
Ron Siletto 
Bob Gorby 



Staff Assistants 

Tom Fuld 
Len Silverfine 

Pat Briody 
Joel Allerhand 
John OMeary 



Associate 
Media Director 

Rudolph Maffei 

I 



Buyers 

Larry Colen 
Charles Kahao 
Bob Jones 
Tony Trapp 



Staff Assistants 

Mike Selbert 
Peter Hansen 











Assistant 
Media Director 

Tom McCabe 




Assistant 
Media Director 

Merrill Grant 



Buyers 

Joel Segal 
Charles Smith 



Staff Assistants 
Tony Kloman 



Associate 
Media Director 

David Wedeck 



Assistant 
Media Director 



Buyers 

John Mitcham 
Walter Relchel 
John Timko 



Staff Assistants 

Peter Copen 
Fraser Tindall 



Assistant 
Media Director 

Sam Haven 



Associate 
Media Director 

Milton Kiebler 








Assistant 
Media Director 

Roger Clapp 



Buyers 

Thomas Focone 
Irving Adelsberg 
Jerry Koffler 



Staff Assistants 

Diran Demirjian 
Ira Kaltlnick 
Garrison Lane 
Brooks Barrett 



Buyers 

Clay Briggs 
Stan Kreiser 
Wm. Watterson 
Robert Wilson 



Staff Assistants 

George Sharpe 
Michael Moore 
Andrew Kantra 



Associate 
Media Director 

Art Heller 



Broadcast 
Supervisor 

Dana Redman 



Print Supervisor 
Margaret Keenan 



Asst. Broadcast 
Supervisor 

C. Cunningham 



Assistant 
Print Supervisor 

Dorothy Gibbons 



Analysts 

Pat McPartland 
Lynne Karson 
Mary Alice Pardo 



Analysts 

Mary Hartshorn 
Ruth Jeffrey 



Qualitative 
Supervisor 

Michael Ephron 

Analysts 
Daniel Finton 
AdaGottadi 



Coverage Analyst 
Betty Leckner 



Staff Assistants 

Mike Ormlston 
Larry Schwartz 

Tom Griffin 
Laury Pamentell 

John Raad 
John Sommers 
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Campbeirs V-8 vegetable juice 
invests 100% of ad budget in radio 

^ V-8 goes all out for radio a second year 

^ Radio 'provides frequency within budget limits' 

>- Also boosts V-8 as top-of-the-mind product 



uoik Ijii)-), lioucvci, iiiu>l\e (1)111- 
niitting niillioiis of dollars at one 
di]). li is often the rase, I'cters 
^ai(l, that the top hiass ai an agency 
will negotiate a network buy and 
then iianil it to a media (Ie|>artnient 
>a\ ing "Here, use this." 

Basic difference. ]>nt there is an 
even more hasic (h'lTereiue between 
.>|)oi and iictwoik o]jeiatioirs. "S])ot 
is a (onnnodiiy and a.s surh is 
nuifh more akin to |)rint buying 
|)rint," explained St('])bens Dietz, 
senior \i(e inesident and market- 
ing servici's (hiedor of Kenyon S: 
Kckliarch. "When you buy spot 
\()n bii\ >ometliiiig i|nantiti\e — 
time. W'lii-n you buy network you 
not only buy time but \<)n buy Mil- 
lies. Network involves |jurcliasing a 
show, a s(ii|)t. ])eisonalities. All of 
tbe>e things letpiire a (|ualitati\e 
asse.ssnient." 

Thus, diveigiiig pbiloso|)bies and 
methods (le\cloped among nietlia 
and radio-tv de|)artments. In ine<lia 
roonrs the chief |jreoC( n|)ation is 
with hard facts — exposure. cost-])er- 
tliousand. 10(1 top markets. I'ro- 
grani departmeius. on the other 
hand, are (oncerned with values — 
the a])|)eal of a |)ersonality. wheth- 
er the subject of a t\' show is sm't- 
abli' for the ad\i'itise<l product. 
Moreover, media departments us- 
ually are rim as team operations 
following careiidly niap])eil strate- 
gv, while network operations fre- 
(juently reflect the experience, 
judgment and artistr) of a single 
man — a I'inkbam at Hates, a Itud 
I'.arrx at ^'.'i.•R or a |im liealle at 

Many exceptions. Like nio.st gen- 
erali/at ions, these contain a multi- 
iiide of ex(e|)tions. lUit the fact 
lemaius that at most agencies ])ro- 
grann'ng and media have gone tlieir 
se|)aiaic ways and that their (liffer- 
ing |)oints of view have often led 
to o])en fi i( tion. 

Three years ago. a new course 
was (h;uted bv Beiuon R: Howies. 
I'hc- agency placed its media and 
piogranu'ng departments under the 
(onunand ol a single executive — 
senior vice piesident Lee Rich. 
si'oNsoR receiuly asked Rich how 
this move has worked out lor the 
agency. 

(I'Ictise turn to l>agc If)) 



Now in its second consecutive 
vcar of an intensive cam|jaign 
ot l(M)<^';, s])encling in radio, \'-8 
vegetable juice is scheduled on two 
major networks and su|j|jorted by 
heavy-iip spot oveilays in about 
ten markets. 

\'-8's agency, Xeedhani, l^ouis 
and Hrorijy, (Chicago — which han- 
dles two other lines for the sou)) 
company. Clamitbell's various 
canned bean products and the new 
Uoumy — reconunended radio for 
the ]jrocluct initially because (»f 
effective results other NLR:!} di- 
eiUs weie ex])erieiu'ing in the me- 
dium. (.See SPONSOR, ^ September 
19r)2.) In addition, the ])rocluct 
seemed ideally suited to radio's 
ability to provide frecpiencv' vvithin 
budgetary limitations, according to 
agency media specialists; \'-8 was 
well established, (marketed by 
Cam])bell since 1918 when it was 
bought from Standard liiands) ; 
and \'-8's consumer market base 
was ver\ broad, relatively unaffect- 
ed by siich factors as age. sex. or 
socio-ec onomic bai riers. 

However, according to F.dwaid 
W. Hobler, XIM', vice president 
and (Campbell's account executive, 
the client has discovered that thus 
far. \'-8 consumers tend to be 
among the upper income grou]j liv- 
ing in urban areas. 

Sales potential. The instigating 
lactor to \'-8's radicj blitz was the 
di.scovery of a markc-ting ]jr(jblem 
facing the |)iocluci, and while not 
too acute, indicated that the prod- 
uct's sales potential was not being 
entirely iuHilled. Rex M. liudd, 
Campbell advertising director, 
s)jeaking at the National Industrial 
CConference l>oarcl in New York last 



Se|jieinljcr. outlined the situation 
thus: 

"In U])clatiug our consumer re- 
search we were im|)iessecl that 
many ])eo])le knew about V-8 veg- 
etable juice, but when tpiestioned 
about the various juic:es they used, 
\'-8 did not ccmie c|uirkly to nnnd." 

" I'o use an overworked phra.se," 
he said, "research indicated V-8 
was not a to|)-of-the-mind product. 
The biggest u.sers of \'-8 were also 
the biggest users of tomato juice, 
a product category of nnicli bigger 
tonnage." 

Radio frequency medium. 

NL&l) reconunended more fre- 
cjuencv in V-8 advertising, Hudd 
said, as well as a copy ap|)roach 
that was a "grabber." The fre- 
quency medium was radio, aiul the 
"grabber" turned out to be this 
commercial (generally known as 
the WOWI commercial) . the s])ear- 
head of \'-8's cam|)aign: 

Gill: Gee, that looks good — just 
like toiiiato juice! 

Man: Bill it's eight juices good 
for you and me — I'-S. 

Girl: l\'rll, I still say it looks like 
touiato juice. 

Man: Hut it's right ways tasty — 
discover it and see! Eight lively 
juices — Tegetnhle juices — yours for 
go<)d health in I'-S! 

Girl: Hut I still say it looks like 
tomato juice. 

Man: Well, just take one taste of 
I'-S. 

Girl: WOW! ft sure doesn't 
taste like tomato jnice! 

Man: Of cour.se not! ft tastes 
like r-S. 

Girl: GrrrS! 

Auncr: V-S cocktail vegetable 
jii ices — / rom Cam j>beirs. 
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This was ilic only coiiiiiicrcial 
toi>y used lor o\cr a year, and just 
recently were variations intro- 
<luced. 'J'hey iiitludc the voices of 
a simulated Southern Colonel; a 
<lowager; and a Spanish accent, ail 
adhering to the original "W'OW" 
copy. 

Initially, a research team began 
working, Mudd explained, lo test 
the original commercial lor public 
reaction. ( \ithough Canipbcll's 
liked it, there was some feeling it 
might be too loud — too intrusive.) 
Later, a four-week railio test was 
launched in I larrisburg, Pa., sched- 
uling about 70 connnercials week- 
ly. Describing the research tech- 
niques employed during the test, 
Budd said: 

317 phone calls. "We made 
317 phone interviews prior to air 
time, to establish awareness of ad- 
vertising for this product. Four 
weeks after we put V'-8 on the air, 
we made 152 diflerent phone con- 
tacts to establish what, if any, 
changes in awareness had devel- 
oped. 

"Awareness rose from 36% to 
55% as a result of the "WOW" 
message," Hudd saitl. "This com- 
mercial then went into national 
use and is now playing across the 
V. S. 



"Sales results aie excellent." 

V-8's fusi radio campaign which 
began in the lall of iyCii was sched- 
uled on the and NI'.C; net- 
works, wiih spot support in im- 
poriani markets. Due lo (irciun- 
stan(es beyond Campbell's (ontrol, 
however, it was necessary io dis- 
continue schedules after about six 
months l)ecause of prochui scarcity. 
Tomatoes last year were in siioit 
supply, and ihe resulting limited 
stock of V-8 depleted too last to 
warrant continued advertising. 

The current \'-H campaign, for 
which buys were made last Septem- 
ber, spans a 52-week period, and 
consists of live (lights of live weeks 
each, for a total of 25 weeks. This 
year, CHS and XliC networks are 
used concurrently, plus spot radio 
which serves two important pur- 
poses: First, spot is bought in mar- 
kets with high sales potential; and 
second, where netvv'ork coverage is 
weak, to bring the market up to 
national potential. There are not 
more than 10 varied spot markets 
inchuled in V-8*s lineup, but in 
the.se, spot sclietlules are of identi- 
cal length and frequency to those 
on the networks. 

Flighting theory. \'-8's theory in 
llighting is that it enables adver- 
tising to cover a full calendar year. 



Use ol (his ( lassie iliglit pattern 
l^rovides a nniiiniuni frccjuciiLy 
level — an average ol 30 exposiiies 
per week — maintaining the neces- 
sary yeai-ruimd exposme without 
allowing enough time la])se be- 
tween nights to cause listenei loi- 
getfulness. 

This yeai, with the nation s to- 
mato crop plentiful, V-8 is also 
more ai)unclain than last year, and 
both Campbell's and XL8cl» are 
hopeful that because of adequate 
product supply coupled with the 
52-week basis radio blit/, a great 
deal of momentum will accrue for 
V-8. 

Commercials for V-8 — the new 
variations on "WOW" are sched- 
uled during daytime hours gen- 
erally, to reach the housewife. 
Some connuuter time is bought, 
too, according to Edward Hobler, 
but Campbell's teels the housewife 
is its most important advertising 
target for this product because, 
through consumei research, they 
have learned that women do the 
shopping for men. 

For the most part, Campbell's 
and NI,X.-l'> aie delighted with the 
amount of playback that has been 
received on tlie attention-getting 
"W^OW^" commercial. Red Skelton 
(I'letise turn lo page 48) 




V-8 juice is important product, contributing to Campbell's expansion 

.\s of '62, tomatoes that go into Campbell's products, incluclinf> V-8, are graded by electronic color measureiiieiu. Man> other 
new innovations and products were initiated. New products in '62 include heat processed soups. Red Kettle dry soup mixes, 
bean and beef, Pepperidge Farm products, Bounty main dish products, and a number of specially formulated producu 
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Film cell animation finds strong competition 
in little-known Aniform technique which offers television advertisers 
more speed, control, and fluidity 




Puppet characters 
open new possibilities 



for animation 



i 




Aniform puppeteers make characters live 

A coni|5lete niysteiv one month a^o, the Aniform technicjue used to cieiitc tiic ll-O cereal commercials is nou- in the open. 
Above, puppei-like cliaraciers arc inanipnlatctl for iv monitor. Three lo six puppeteers are re<juirefl for each character 



This wimer there iia\c been small 
Hurries ol lalk about a new 
ronnnercial aniiiiaiioii technique 
known as Aniform. The lerhnitiiic 
has not yet overwhelmed ihe tv 
commercials industry, and may 
ne\er, but more and more agency 
producers are endeavoring tn find 
oiii Avhat the piotess can dn for cli- 
ents desiring cartrxni characters. 

iniercsi in Aniform reached a 
peak hist mouth when the first na- 
lionally broadcast video tape com- 
merci.'il to use fidl animation a])- 
peared on tv. But the idea has 
been kindling h)r a couple of years 
and "is so simple it should have 



been discovered long ago," says its 
creaior, Morev Hiiiiin of Aniforms. 
Inc. 'Thiid fornrs for cartoon ani- 
mation on video tape are as obvi- 
ous as the wheel for transportation 
or the needle for sewing." 

Although the Aniform technique 
has limitations, it has basic advan- 
tages o\cr film cell animation 
u'hich ad\erlisers can't overlook: 
s|jeed. faithfulness of character 
from commercial lo commercial, 
production control, linidity, and, 
often, economy. These advantages 
hold whether the commercials arc 
(It)ne on film or video ta])e, but the 
lechnicjiie is cinrently making spe- 
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Checking characters against designs 

Above, Morey lJuniii (far 1), crt-aior of ihc iccliiiii|iif. and Lli H.iiier, de- 
signer, go over plans for ilie principal character of the H O Cereal commer- 
cial. Below, the creative team at Aniforms, Inc. demonstrate movements to 
ihe client and SSC&B agency executives and producer on the accoimt. The 
opposite of film cell animation, characters can be made before dialosne 




cial news lor video t:ipc. In tlic 
past tape coiikl not liandle aiiiina- 
lioii exrcpt l)y producing it first 
on film and then dubbing. Snch 
second generation (oniinercials lost 
all the acKaniage tape has lo offer. 

The pioress is still being experi- 
mented with and being (liallenged 
to overtake the capabilities of film 
cell animation. y\t present, the 
Vnifonn prodiiceis claim they 
have reached a level of animation 
sophisiii ation coin])aral)le to The 
I- liiililoiies. 

Advertisers interested. .Many 
major agencies have askeil for ileni- 
onsiraiions. Among them, .MtCann- 
I^rickson, Lennen & Vcwell, X. W. 
Aycv, Ciiiininghani S: \Valsh, Ken- 
yon F.ckhardt, William Lsty, 
llenion S: Uowles, Voimg & Rnbi- 
cam.Ted I'.ates, I'.P.DO, Crcy, J. 
Weaker Thompson, and Daiicer- 
I'it/gerald-Sample. The proof of 
the pudding will natinally be who 
buys it. Reportedly, a half-dozen 
adveriiseis arc seriously talking 
piodiiction with Aniforms, Inc. 
Many other adveriiseis are taking 
a Ici's-wait-and-see siaiul, eager to 
know about the process but reluc- 
tant to use it. 

■Xdvertisers feel the process is not 
vei the complete answer, and may 
ne\ci be for some types of aniina- 




Production in progress 

Control room staff at \'ideotape Center 
produces the H-O spots. Geoffrey 
l^ellv, SS(,S;15 producer (1), supervises 



I Kill. Out f 1 iisci '(.lid " I lie 
piohlciii ol ronipai'ing filiii cell 
.iiiiiiKitioii with i\iiifoMii aiiiiiiation 
is like (Oiiipaiing green ami red: 
they're both colors, hut . . . For 
certain coiniiieirial ideas it can do 
the job well, while lor others it is 
iiiiprat tical. The siict ess of the 
tediiiitjue clepeiid.s upon how ad- 
veitisers use it." 

Right now the Aiiiforiii tecli- 
nitpie is toiisitlered new and risky: 
not the kind of thing many ageii- 
( ies are willing to gamble on with- 
out rirni undeistandiiig and faith 
ill what it can do. Launching the 
process on video tape becomes dou- 
bly liaid because tape itself has not 
been fully accepted by advertisers. 

Upon seeing a sample of the Inst 
Anifoiin commercial on television, 



agency e\ecuti\es and producers 
invariably make the same verbal 
responses: "It's fascinating, hut 
how does it work?" then, "What 
does it cost?" and lastly, "What 
can the technicpie do?" 

How does it work? lieing a 

unicpio process there is very little 
to compare it with. Aiiifonn is ani- 
mation, vet it is also distinctly dif- 
ferent. Outsiders call the charac- 
ters puppets, but Aniform people 
claim they are not, because it is 
essentially a two-dimensional proc- 
ess, whereas puppets are three-di- 
mensional. When all is scpiared 
away on defniitions, information is 
still scarce. Although the teciinicjue 
is patented in the I'. S. and applied 
for in 11 countries, the idea possi- 
l)ly could be nioclifiecl and used 



elsewhere, \iolating the patents. 

The production progresses as 
(ollows. Once llie basic storyboard 
is agreed upon, the outline of each 
moving character is cut out of a 
special plastic material, rubbery and 
llexible, approximately one -inch 
thick. Different materials are used 
for different moving parts depend 
ing on the degree and type of 
animation called for. The plastic 
is black and the upper surface of 
the outline is painted white. Parts 
within the outline which will also 
have to move, such as lips and eye- 
brows, can be made separately or 
made part of the original cut-out, 
but they too are painted white. 
The complete characters are tlien 
positioned on a flat work-table, 
covered with a jet black material. 
Removable control rods or strings, 
also jet black, are then attached to 
each moving part. The Aniform 
operators, all trained puppeteers, 
then stand ready to manipulate the 
rods and strings. 

\Vlien the camera is trained on 
the production it "sees" only the 
white lines. Thus, when the con- 
trol rod on an eyebrow moves, the 
camera records only the white line. 
Polaritv is then reversed so that 
evervthing black becomes white 
and vice \'ersa. 

Live elements or film can be 
combined, judged during produc- 
tion on monitors, and recorded on 
tape. 

What does it cost? Cost depends 
upon the mmiber and complexity 
of characters called for, and on the 
iiuniber of commercials which will 
employ the .same characters. If the 
advertiser were to order a single 
commercial, costs could run as high 
as the most expensive cell anima- 
tion, nlthough the advertiser would 
.sa\'e money in production time. 
(Two or four weeks are recpiiied 
for the Aniform process, in con- 
trast with several months for film.) 
The cost lor eac h H O commercial 
ran about S8,0()0. 

If second commercials are 
made, employing the same basic 
cliarac ters, the cost would natural- 
ly be lower because construction 
costs would be eliminated, where- 
as drawings of the characters', ac- 
(I'lra.te turn to Ixigc 48) 



What agency men think of the Aniform process 

• 4 Aiiifoi 111 i.s a new and unusual lecliniciue for moving 
drawings, and not aiiiiiialion as wc usually think of iL 
'l lu- process has a iiniciiic look which brings forth a dif- 
Icirm emotional response. '^^ William Gibbs 

J. Walter Thompson 

••With the long lapse of time rec|iiired for film cell ani- 
mation, we wouldn't have had the H-O hot cereal com- 
mercials re;idy until cornflake season." Warren Bryan 

SSC&B 

**lt's a fascinating jMocess which has jirovoked much 
debate as to how it was accomj)lishecl.-* Robert Gross 

BBDO (Chicago) 

•*\\'e are definitely interested in using the process for 
taj)e commercials and have asked for a second demon- 
stration. In the past aiiiiiiation had to be done on film 
liist and then dubbed to tape. With .Aniform the process 
can be done iniiiiccliately on tape.*' Qyfjjjj. 

Needham, Louis & Brorby 

• * 1 do not envision Anifoiin's most imj)ortanl future use 
to be as a substitute for regular successive frame anima- 
tion on film. Rather, I am most enthused about its ability 
to combine taj)e live-action with animation and the unlim- 
ited production values it can add to tape commercials in 
general." 

Sy Frolick 

FRC&H 
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Broadcasting has major 
role in AFA's plans, says 
Mark Cooper, new proxy 




Spreads voice of advertising 

Mark Coo|K'r, new prcsidciu ol the Advci ti.siii<? l edcration 
of America, who w;is ciioscn from field of 10 raiididalcs 



Hails sponsors of public service programs 
Industry self-regulation most important 
AFA to correct ad image in Washington 



A calm, blue-eyed, sandy-haired 
six-footer and riding elder of 
St. Mark's Presbyterian Chinch of 
San Angelo, Texas, named Mark 
F. Cooper, has emerged from a 
field of more than !0 candidates as 
the new president of the Advertis- 
ing Federation of America. 

Cooper, age 40, ga\e up the job 
of director of public relations of 
General Telephone Company of 
the Southwest, to pick up the 
threads left by C. James Proud, 
who resigned as head of the AFA. 

The new head of the AF.\, with 
a deep knowledge of the broadcast 
inilustry, told sponsor last week 
that the organization he now 
heads, being the only one of its 
kind representing all of aihertis- 
ing, needs strong component parts. 

"Broadcasting has been and will 
continue to play a major role with- 
in the AFA," Cooper declared. "As 
all achertising continues to grow 
in siature, AFA benefits to the de- 



gree that its key segments, such as 
broadcasting, grow and de\elop." 

\Vhen inter\iewed. Cooper was 
hip-deep in studying the approxi- 
mately 1,000 company members, 
the 18 speciali7ed achertising as- 
sociations and the nearly 110 ad- 
vertising clubs linked with the 
AFA. He was working out the 
intricate logistics involved in \isit- 
ing mendjer clubs and conferring 
with district organizations relative 
to such pressing problems as rela- 
tions with advertisers and business, 
relations with the government and 
the advancement of ailvertising 
eilucation. Another problem con- 
fronting Cooper will be the 
strengthening and expansion of the 
AFA's Washington bureau. 

High praise for Public Service. 
It is with very deep satisfaction 
that he views the tendency on the 
part of more and more sponsors to 
back news-oriented anil infornia- 
tionally-slanteil television pro- 



grams, Cooper tokl si'Onsdr. Coop- 
er praised F(;C Chairman Newton 
Minow for applauding sucli spon- 
sors as liell X: Howell and \Vest- 
inghouse for sponsoring news and 
documentary featiues. Minow had 
recently pointed out that the three 
networks were spending in the re- 
gion of $70 million on news and 
information programs and that 
"the mo^t thoughtful admen are 
finding this (the backing of such 
programs) is not only good citi- 
zenship, but good business. . . . 
riiey are discovering that it is not 
only niind)ers that count in mea- 
suring an audience." Cooper thor- 
oughl) agreed with Minow in this 
instance. 

Cooper also sa\\' eye-to-eye with 
N.\B chieltain LeRoy Collins in 
the matter of some ad\ertisers who 
prefer to "play-it-safe" and avoid 
all controversy. Collins had re- 
marked that some timid ailvertis- 
ers "want to avoid controversy" and 
"this is unfortunate, foi' the Ameri- 
can people are not childish . . . 
those advertisers who aie not afraid 
of backing programs which stimu- 
late thought, arouse reactions and 
e\en step on toes aie going to find 
themselves increasingly more and 
more respected by the public." 
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His object is to provide more useful service to ad industry 

Maik Cooper, new AFA president, hopes to build top-raiikinj^ loster of speakers to explain advertising's role in America 



■'I agree wiili Collins," Cooper 

told SPONSOR. 

It is obvious, when one talks 
with tlie purposeful Cooper and 
his earnest co-workers in the Ne\N' 
York office (Madison Avenue, it 
figures) of the AFA, that tlie major 
mission of all concerned is to 
change the fundamental thinking 
of some Americans wlio regard ad- 
vertising and Madison Avenue, to 
boot, as an og^e and balefid influ- 
ence on the consimicr. 

Coopei was indeed pleased that 
no less a business leader than Peter 
C. Teierson, president of Bell & 
Howell, Chicago, had brought up 
this matter at the recent mid-win- 
ter conference of the AFA and the 
Advertising Assn. of the West. 
Peters<in reminded his audience 
thai "for the lasi few years, Madi 
son Avenue has been America's 
most popular \illain," and added 
that "the wolves of Wall Street are 
probably greatly relieved to gi\e 
up their pre-eminent position." 
Peterson went on to say that busi- 
nessmen and I he |)ni)ii( , too, are 



resj)onsible for j)resent-ilay adver- 
tisements. "For as Ceorge Stigler 
of the University of Chicago re- 
cently observed, denouncing peo- 
ple who serve public tastes is hke 
I)laming the waiters in restaurants 
lor obesity," Peterson said. 

Praise for Peterson. Cooper said 
Peterson's speech was "well slated." 
"Unfortimateiy, too many people 
have swallowed this fiction of the 
Madison Avenue ogre because peo- 
ple have a tendency to accept or 
blame iheir problems on some- 
thing they can't control," Cooper 
explained. "In the 1930's people 
blamed the depression on the (h's- 
honesty and unethical practices of 
Wall Street, as they were told 
about it. Since World War II, the 
advertising industry has carried a 
like stigma." 

(.ooj)er was asked if he agreed 
with Paul Rami Dixon, chairman 
of the FTC, who said recently: 
"Self regulation of ad\ertising 
won't succeed unaided. It won't 
work against thai occasional com- 
bination of larcenous seller, amoral 



ailvcrtisiiig agency and indifferent 
media." 

"I agree with him insofar as this 
statement is concerned," Cooj)er 
said. 

Coo])er pointed out that one of 
\FA most important activities is 
to ini|)rove the consumers' confi- 
dence in advertising. It does this 
through the Advertising Recogni- 
tion Program. The AFA, he said, 
seeks to inform the consinner and 
helj) him buy more intelligently, 
tell the iruth, avoid misstatement 
of facts, as well as possible decep- 
tion through implication or omis- 
sion: conform to generally accept- 
ed standards of good tasie and, last- 
ly, recognize inherent economic 
and social responsibility. 

Speaking of the recently formed 
President's Consumer Advisory 
Council, Cooper saw no reason 
why the Coimcil and the advertis- 
ing industry could not work to- 
gether to accomplish the education 
of coiisinners. 

Asked to comment on an FCC 
Commissioner's recent statement 
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lliat the icgiilatoi\ ageric) was "an 
acti\i!)t coriiinission" ami "we're 
determined to regulate broadcast- 
ing in the public interest," Cooper 
replied: "I don't coniiiletely agree 
with him. 1 feel self-regnlation 
is most im|K)rtant. This is the area 
that needs to be cIe\elopcd." 

Admen aware of responsibilities. 
At no time have the responsible 
figures of advertising shirked their 
duties to improve advertising, 
Coo]>er de< lared. "I think the ad- 
vertising fraternity is aware of its 
responsibility," he aikled. "No- 
body is satisfied with the status 
quo. i think the ail men antl the 
ad women are constantly trying to 
improve communications with the 
consuming public. And we have 
always espouseil this course." 

Cooper thought Minow was 
speaking the trinh when the latter 
jjointeil out recently that much of 
the pressure for incieased govern- 
ment in the marketplace stems 



Ironi businessmen tlieriiseives." 
Minow had said: "Most of the busi- 
ness men who come to my ollice 
din ing a typical week tome to say: 
'Do something to regidate niy (oni- 
petitor.' Until business men real- 
ize that they are the source of nuich 
of the actixiiy, the pressmc will 
continue." 

To this, (iooper said "amen." 
"I am completely in agreement," 
Cooper reiterated. "Uncjualifiedly, 
I agree." 

The advertising business image 
in Washington is "lousy," was the 
wa) it was put by William Ruder, 
former assistant Secretary of Com- 
merce and presiilent of Ruder !v 
P'inn. Asked to comment on this 
sorry state. Cooper said, "this is 
one of the things the AFA hopes 
to correct." 

The new head of the AFA saw n 
great "need to improve oin- com- 
imniications with the legislators of 
om country." He pointed oiU that 



among AKA's goaK was one "in 
protect the legitimate rights and 
intcrcsis of a<her tisiiig against the 
enactment of unwise and inijusti- 
fied legislation that woidd lessen 
advertising's ability to promote 
ecoiionn'c j>rogress." 

During the inieixicw, tlic sub- 
jcit of Walter Weir's new hook, 
"Truth in Advertising" . . . and 
"Other Heresies," pid>Iishcd by Mt- 
Graw-Ilill, aro^e. C^ooper was 
asked if he agreed with a passage 
to this clfect, in Weir's book. 

Criticism is healthy. "I hoj>e 
some part of advertising will al- 
ways be new. I hope there will al- 
ways be a fresh supply of Ogilvys 
ami liernbachs to renew it. And i 
hope there will always be a Kint- 
ner or a Schlesinger to stick a hot 
poker up its otherwise iat and un- 
feeling finulament." 

"i agree," Coo])er saitl. "C rii:- 
( ism is always healthy. Once criti- 
(Plrase turn to page 50) 
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Campbell-Mithun: a big oak from a little acorn grew 



Three decades ago, six people rolled up their 
sleeves and started an advertising agency in ^^in■ 
neapolis. Now one of the top 25 agencies in the 
nation, Campbell•^^ithun, Inc., will celebrate its 
30th anniversary next month. As broadcasting 
represents the major part of CM's business — 
nearly half of its $50 nnllion cUmiestic billings is 
allocated to radio and tv — the agency recently 
imveiled its new threc-qLiarter-of-a-million-dollar 
.\Iinneajx)lis offices highlighted by closed-circuit 
tv receivers and the latest broadcast equijiment 



(lop left) for effective presentations of experi- 
mental connnercials. Mitlnni, board chairman 
and co-founder of the firm shown abo^e ^vith 
jjresident Albert R. \\'hiiman (right), credits 
"fair, yet tough minded clients" along with the 
agency's 1 l-j)oint new product introduction for- 
mula as the key to the company's success. .\n 
imjjressive line-up of clients being ser\ iced by the 
agency at the present time includes Chun King, 
Northwest Airlines. Hamm's Beer, and Pillsburv 
Refrigerate<l Foods. 
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Sound track for animated tag to commercial is recorded 

Two liainincr>. oiic saw. nncl a siring bass nrv ihc lools nf Joliii (lolc (1) dircdor of iv, radio, and Tilnis, Ruclieii Advertis- 
ing, who rerords sound iniik of ll-sccond aniiiiaU'd tag. f '.oinnicn i;d (r) ilhistrales ;i]>|>li<alion of peghoard, one of 
Masoiiiic's huil(hiig iiiaieri:d ]>roduiis used here for lf>ols in a garage. The sound tra<k will he used again in the spring 

Masonite growth relies heavily on tv 



^ Company uses tv to promote building materials 
^ Medium facilitates new product introduction 
^ Merchandising devices are a "must'' 



Chicago 

Why does a major luamiladurer 
(>r building materials maintain 
iietwoik tele\'isioii sdicdiiles as its 
major advertising niediiini.' The 
Mascjiiite (]orp. — largest proihuei 
ol liardboaids in the coimtrx — uscs 
legidar lliglits on XliC's Taiuglil 
show, heeausc the vehicle deli\ers 
lesults lor the com|jany's \ital inai- 
ketiiig reipiiremeiits. I hey are: 

• I'le-sell, at hoili dcalei and 
consiiniei le\cls. 

• Facilitate new |)roduet intro- 
duction. 

• Rellert conijjaiiy image. 

• l'ic)\ide a strong mcidiandis- 
mg device. 

The nature of iSlasonitc pii>d- 
u(is makes this (ompany's iiiarkei- 
iag strategy imicli dilleieui from 
that ol niosi tv adveitisers of eon- 
siniier items. John Cole, director 



ol the radio-tv-filiiis department at 
IWiclien Advertising, explains that 
Masonite products, sold \ia some 
18.(K)() lumber dealers ihroiighoui 
the counti), rccpiire lace-to-face 
selling at j>oint of purchase. 

"Masonite's acKcrtising is de- 
signed piimaiilv to b.irk up the 
personal selling ellori on the pan 
ol lumhei dciders," says Cole. "In 
our c onunei c i.ds. we know wc c an't 
possibly « ovei all the leasons why 
Masonite products fill coirsumer 
needs. What wc can do, hc)wc\'cr, 
is create an interest in these jirod- 
lu ts, ami diiect (oiisumers to lum- 
bei (le.iieis lor the complete storx." 

At the same time, ('ole j)oints 
out, 'AVe stiive lo stimidate intei- 
est at the dealer le\el. T he lum- 
ber dealer is the key to sales, and 
through television advertising we 
attempt to encomage more jiroduct 
as well as jiroduct educa- 



tion, in ordei to siimulalc better 
sales talks." 

Koi Ma-oniie. as well as for oth- 
ers in the building products busi- 
ness. i\ repiescitis a positive, ag- 
gressive apj)roach on the pan ol 
manufat tmcrs. (,olc believes. "It 
sounds excitin'; to a dealer, and 
ceitainly Masonite's tv activity has 
turned out this wax," he dcclaicd. 

So tboioughly established are 
Masonite jjrodmts xvith liunber 
dealers, that distribution is no 
j)i()blem. I>ul in the aiea of nexv 
pioduct inii odut tion. Masonite 
needs to stimulate initial distribu- 
tion. 

".\ case in point occurred last 
fall," Cole explains, "xx'hen I'resto 
pcgboaid. a nexv. prelinished, heavy- 
duty peghoard xvas introduced. 
Generallx it takes abom a xear to 
gain lull distribution of a newly- 
introdutccl building produc t. I>e- 
cause I'lcsto xvas merchandised 
heavily in connection with Mason- 
ite's Toiiiglil schedule, it got ex- 
cellent distribution and created a 
good sales mox'cment in dealer 
showrooms within several months." 

In this res|)ect, Masonite's use of 
tv is similar to the use made of it 
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by many other (()m|);iiiic's. 

There ate three |>i'(>tlii( ts in- 
volved ill iMasoiiite's t\' caiiipaigiis. 
The most iin|>(>i'i:iiit, accord iit};; to 
I Cole, has beeit the wood grain |)ic- 
finished iiiteiior paneling with the 
brand name Royalcotc; the peg- 
board |>r(>diict.s, in addition to the 
new Presto pegboard; and Mason- 
ite's line oi exterior siding |)r<)d- 
ucts. 

I "Last lall we also made an at- 
tem|)t to increase consumer aware- 
ness of both the Masonite brand 
name and its association with a 
great many bnilding and industrial 
products," (Jole says. "We think 
the Tonight show oilers an excel- 
lent audience for Masonite he- 
cause 97% are adults, both men 
and women, the audience segment 
I most important for Masonite. Cen- 
, erally, we feel that these are youth- 
ful adults with young, growing 
families who have an active inter- 
est in the kinds of building |>rod- 
ucts made and marketed by Mason- 
ite." 

Network tv, Masonite feels, has 
. clemonstratetl its ability to create 
consumer sales for its products. In 
the first cam|>aign conducted last 
spring, the only |)roduct adveitised 
was Royalcote |)aneling. 

"Sales for this |>roduct over a 
measured period of time increased 
84%," says Cole. "This increase 
was due largely to the original deal- 
er enthusiasm and initial sales dui- 
I ing which dealers stocked the |)rod- 
uct. However, many weeks after the 
tv schedule ended, re-orders were 
-.till coming in, indicating that 
dealers wanted more. 

In Masonite connnercials, the 
■.ponsor and liuchen Advertising 
have attempted to fully ex|)l()it the 
special features of Tonight and its 
lalent. One of the company's |)rob- 
Jems on tv, initially, was that of 
lisual demonstration of their large- 
sized items. Building materials nrc 
not too meaningful for consumers 
until they are a|>|)lied. Therehne, 
.■arious comtnercial technitpies have 
been used. Some Masonite com- 
mercials have been live with a 
small display. Most have been on 
film. 

"For the fall cam|)aign last year, 
v.e created sort of an animated 



trade inaik loi .Masoniu- with an 
original soinid ira(k rcaiiiring a 
stiing base, two lianniieis and a 
saw," (A)le ex|)lains. "W'e lelt thai 
in 11 seconds this aniniated trade 
inaik pretty well desiiihcd .Mason- 
ite, its |)r<)(ln(is, and iheir usage. 
Ii was used as a lag to all (oiinner- 
cials ill last aiiiuimi's llighi, and 
will be seen again in most of this 
spring's ( ominercials." 

In addition to its a|>|)eal to hiin- 
her dealers and its |)erloi inance in 
creating product sales, television 
liuuiions in anoiher iin|)oriant 
way lor Masonite. It is also a ma- 
jor force in steadily (ontrihutiiig 
new |)ro(hicis and new tccliiiicpies 
for the building industry; and the 
coin|)any feels that tele\'ision has 
strengthened its image in these 
areas. 

"Thioiigh television, we can tell 



people what kind of a (ompany 
Masoiiiie is— and lell mine ])eople 
than e\ei heloic ol .Masoiiiie's im- 
|)(>riaii(e in its iiidnsiiy," Cole 
points oui. 

I lowever, ilieie is (onipetitioii 
within the huildiiig materials iii- 
(hisiiy that spends considerably 
more in television than does .Ma- 
sonite (alihoiigli, (k)le stresses, 
without ie\ealiiig spetiliis, the 
.Masonite budget is very substan- 
tial). Therefore, a thief (Dinern 
siiue the start ol network schedules 
lor this s|)onsor has been liow to 
make .Masoniie's tv budget look 
big and work big? The budget- 
sttetching device has been the nier- 
( liandising of schedides. 

Mert liaiidising has been the key 
lo success lor Masonite's network 
schedides, according to Cole — an 
[I'lcitsc turn to pitgc Gfi) 




Point-of-purchase display complements tv promotion 

.Masoin'ie stinnilates dealer Interest in television canipaign by supplying display 
centers. Displayed above are company's Royalcote, siding, and pegboard products 
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TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



Afler ciglu years ;is media diiettor of C^aiiipbell-Ewald's San Fran 
(isco office, liaiulling .siirli aicoiinis as the Oakland Zone (Chevrolet 
Dealers, tlie Pacifir Area Ti'axel Assn., and tlie Xew Zealaml Travel 
Hurcan, Ilcrnicc "llrea/y" Rosenliial lias linalh su(cutnbed to the 
dicamy 'opy \vlii|)])ed by her agency. She leaves I April for an ex 
tended tour of japan, Hong Kong, and the entire Soiuli Pacifu area 
"]$reazy" who ilcnies she was iidcctod by the wanderhist bug after 
reading al)oiii the world lonrs of Kllie Nelson and Peg Harris in this 
(oliinni 21 January, is being real (agey about retmn plans. "I'll be 
l)a( k when yon see nic" is her blithe reiori to all such inquiries. No 
word y et as to liei" siucessor at O-K. 

More San Trancisco news: Agency (iides there lost another popular 
buyer willi ilie ainiomued resignaiion of 1.. (1. Cole's Margaret Nor 
toll. .Margaret retires iliis week to channel her full-time attention to 
liomc and fainiK. Margaret's husband, Dan, needs no introduction 
lo pe<)ple in the ad held: now a nieinher ol .Media luteniaiionale's 
San Kraiicisco ollue. he was foiinerly with the Fil/gerald Agency in 
New Orleans. .Margaret's successor at 1,. C. CJole is jean Taylor who 
has been with |<>hnsoii Is: .\ssoc iates, San Francisco. 




Shedding some light on Virginia's "hidden market" 

Meeker research head, Marty Mills and W'OYBTV's (Bristol, V'a.) v.p. Fey 
Rogers (standing 1-r) show latest \VC;YIi-T\' market data to Dohcrtv, Clillord, 
Steers X: Slicnficld's N. Y.) seated (1-r) Ken Castelli, Sam \'iit and Mary Herbsi 

Oilier agency-aciion: IJates' (New York) (aeain of Wheat buyer, 
Ken CafTrey, switched to Ogilvy, IJenson &: Mather (New York). Ken 
had no definite account assignments ai sponsor piesstinie . . . Gour- 
fain, Loelf &: Adler (Chicago) has tagged Jackie Pond as assistant 
radio IV buyer on Winston Sales . . . And Ellington's (New York) 
Dan Kane is, according to reports, getting ready lo exit the agency. 

And in the there's no lelling what buyers will do in iheir spare lime 

[Please I urn lo page 11) 
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PERSON-TO-PERSON... friendly SWANCO radio, a 
out above other stations in their market areas. Excit- 
ing radio that appeals to the whole family and takes 
the edge with advertisers . . . that's SWANCO radio, 
"shear" effectiveness that can't be matched. People 
who listen, like it . , . people who buy it, love it! 




SWANCO 



IS 
P,T,P. 



V 

I 
I 



PERSON 

TO 
PERSON 




TH( JOHN BLAIR 



(5 



KRMG 

TULSA. 
OKLAHOMA 



KlOA 

DE5 MOINES. 
IOWA 



KQEO 

ALBUQUERQUE. 
NEW MEXICO 



KLEO 

WICHITA. 
KANSAS 



robert e. 
Ji'*V eastman & co.. inc. 
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1962 

PULSE 

PICKS 

WKMI 

AGAIN 
No. 1 in 
KALAMAZOO 

METRO AREA 

Pulse Metro Area Sept. 1962 
Pulse Metro Area Sept. 1961 
Last Area Hooper Sept. 1960 

THE BIG 
INDEPENDENT 

BUY 

for Greater Kalamazoo 

$577 MILLION 
MARKET 

SM 1962 Survey Effective 
Buying Income — 20% Above 
National Average 

WKMI 

5,000 Watts Days 
1,000 Watts Nights. 

24 HOURS A DAY 

Call MEEKER Men 
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Continued from page 42 



dept.: Right now, Vciiet's (Union. N. J.) media diredoi, Gene Sulh'- 
van, is up to his (hi\ i( le helping Ridgewood, \. J. high-sc hoolers stage 
their annual jamboree. 

Can't helj) wondering: How many of you are aware tliat C)gil\y, 
I'.enson &: Mather's (New York) Mary Moloney is fast gaining a wide- 
spre.id reputation among the reps as a "real farm radio expert?" 

A new group of buyers and assistant buyers has been assigned to 
handle the buying chores on the Colgate acrounts at D'Arcy (New 
Vol k). Among those which have come to our attention are these 
buyers: Dirk Kaplan frcnu Dane er-Fit/gerald-Saniple (New York) and 
Frank Dewey from lienton & Bowles (New York). The assistant 
buyers: Hob Walker from Lemieii & Newell (New York); Ed Sussman, 
from D'Arcy's St. Louis odice; and Hill Foshay wlio was moved up in 
the agency's New \'ork shop. 

Atlanta, Cia., was the scene 
of some mighty festive doings 
oil St. X'aleiitiiie's Day when 
the Radio and Television 
Repi eseiuati\es tliere tossed 
its fourth airnual media 
party honoring the hearts 
and (lowers day. .Some .SOO 
agency and advertising peo- 
ple turned out for the event 
lield at Atlanta's Henry 
Ciracly Hotel. Among them 
(l-r) in photo ;it left): Ruth 
Trager, 'Fucker Wayne; 
.Marv Rosene, KS'FP and 
KS'FP-TV; C:hu(k Hedstrom, 
.McC;a\ ren-Ciuild: Kathcrine 
M t C; r a n a h a n . B li D O ; 
George Kailey, liurke Dow- 
ling .Adams; Lidie Walters, 
.\[c Canir-Marsc halk; Joe 
Sierer, Edward Petry, pres- 
ident of the Association. 
RATR.A, now in its sixth 
year of activity in the Southeast, is composed of some 20 radio and tv 
rep lirnis based in Atlant:i. 'Fhe organi/iition meets monthly with 
agencies and advertisers in an endeavor to establish better uiider- 
st:iiicliiig between c lients and the broaclc-;ist media. 

And in our heartening news dept.: To timehuyers who secretly (or 
not so secretly) fear that they will eventually be replaced by automated 
"l)r:iins," Irere's a bit of c :ilmiiig assurance on th;it subjec t from Mogul 
Williams & Saylor prexy, Fmil .Mogul: "'Fhe cl:iy will iie\'er come 
\vlieii we c:iii predict with :ibsolute certainty the effec tiveness of every 
ad dollar. Flrere are theoreticians who have prophesied that in the 
not too distant future we will be able to do just that with the lielp of 
those incredible calculators and automated whatirots. If that day 
should ever come to pass, you cm be sure we will be a race of auto- 
mc>t:ins in :i world of electronically controlled emotions. \\'ithout a 
single variable personality or changeable heart in the lot of us." 



I 




St. Valentine's Day in Atlanta 

Hai)|)y .uroiip shown in the Henry C.racly 
Hotel, ai wiiith Radio/Tv Reps iiostcci 



It 
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EDIA VS. RADIO/TV 

Zonlirnied from page 32) 

Tlic two (lepiiriniems still o|)- 
atc sep.'iratcly, Rich explained, 
(It now report to a sinpfle head 
lio imdcrsiaiids the prol)Iems of 
th. "Prior to ill is, both depart- 
enls were working in a vacuuin. 
edia ivoidd say 'tliis lime period 
11 get such-aiul-siirh a use' and 
iwork would say '\\e are buying 
is program.' One group would 
y 'the media farts are these' and 
e other Avould say 'the program 
lues are these.' It was a constant 
file between the two depart- 
jnts." 

Results favorable. Since the two 
oups began reporting to one 
ad, howe\'er, there is greater un- 
rstanding and cooperation be- 
een them, Rich asserted. "The 
ogram boys no longer refer lo 
e media department as 'media 
iks' " he noted. 

Wlvdl is going on at P>R;P> is, es- 
itially. a cross-fertili/ation of the 
:dia and program departments, 
edia people now see screenings, 
)ry lines and (jersonalities before 
»v come up with media decisions, 
ograming is thinking in terms of 
dience shares of competition in- 
■ad of just program values, Rich 
irlared. 

"For example, media can tell 
lat a program's rating is and how 
mv people are watching it, but 
are are values that can change 
i numbers. What happens when 
certain guest star appears on a 
Dgram? Programing can tell me- 
1 that when Carol Burnett an- 
ars on a program, its rating will 
most definitely go uij." 
Comparison drawn. Rich likened 
t; cooperation between program- 
i( and media to a marriage. "In 
t; beginning, the two denartments 
Id to get to know and respect one 
Jitber and to understand thev 
Avorking toward the same end. 
1 en thev had to discover what one 
t(i supply the other and what they 
i\ ask each other for. Now media 
ad tv work together lile husband 
<a 1 wife teams on each account." 

The two departments will never 
I ome comt)lctclv amalgamated, 
l;ch said. Each have their own 
fictions and operate as distinct 
e ities. Rut they are cohesive in 
t ' area of network television. 
Jidia and programing hold joint 



meetings on a legnlar basis to dis- 
cuss iinytliing pertaining to net- 
work tv. .Moreover, trainees at 
Heiiton fL- Howies have an opportu- 
nity lo work in both deparinients 
before getting a permanent ;issign- 
meiit. 

As far as Rich is concerned, the 
15&:I5 system is justified by its rec- 
ord. "It has worked for us. This 
year we are number 1 in television 
with 7 oui of the top 14 programs. 
It is the best IlRrh record to date." 

Rich, who was vp in charge of 
media before taking over both de- 
partments, scoffs at the idea that 
Pinkhaiii's new apjiointmeiit indi- 
cates the predominance of program- 
ing at liates. "\Vhen I took over 
the combined department, I bent 
o\er backwards in the programing 
area. I imagine Dick Pinkham will 
bend o\cr backwards for media." 

Strategy vital. The point is. Rich 
declared, that it is not the prefer- 
ence of the media or program di- 
rector that determines which me- 
dia shall he used, but the market- 
ing and copy strategy. "Every me- 
dium can sell, and each has its own 
ach'antages. No matter how tv-ori- 
ented a media man may be, if the 
marketing strategy calls for outdoor 
a(l\-ertising he can't walk away from 
that fact." 

A number of other agencies, in- 
cluding Leo lUirnett, have since 
emulated the BR.I> effort to obtain 
cohesion in the media and program 
departments. There is some spec- 
ulation that now that Bates has 
taken the step a major trend may 
be in the making. However, some 
signs indicate that most of the 
agencies with separate departments 
will keep them that way. 

Comptoii Advertising issued this 
statement to si>o\sor: 

"Although operated separately, 
Compton's media department and 
its broadcast ])rograming dejiart- 
ment have functioned so well as a 
team that we lia\'e not felt the need 
to physically integrate the two de- 
partments. 

Two aspects cited. "Under the 
present setup we believe our clients 
benefit from the experience pro- 
vided by specialists in two different 
aspects of media selection — one 
whose main concern is with num- 
bers, i.e. getting the most mileage 
out of each dollar spent for a cli- 
(Please turn to page 48) 
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rROM WKBW RADIO 



BUFFALO, MARCH 4— When is the last 
time you asked yourself — or anyone else — 
"What's happening in Buffalo?" . . . Prob- 
ably, not more than five minutes ago, but in 
case if was a bit longer than that, ask that 
question now — and read on for the first of 
a series of answers to that question. 

One thing we know you've heard about 
Buffalo is that it's had enough snow lately 
to take all the time buyers in the country on 
a toboggan ride . . . and, sponsors find 
selling products is easy sledding on WKBW. 

For example, while everyone around here 
has been digging the snow, they've been dig- 
ging the Sunshine, too . . . That's Sunshine 
with a capital S, please note, and WKBW 
has been spreading it throughout its listen- 
ing area with a Sunshine Biscuit contest . . . 
The winner gets a week's worth of sunshine 
. . . lower case, please note ... in a 
Florida vacation for being the one to name 
the most Sunshine Biscuit products . . . The 
25 runners-up get a case each of those 
products and that's a lot of Sunshine for 
February . . . Speaking of February, we 
didn't forget George Washington . . . 
WKBW celebrated his birthday with a re- 
run of the crossing of the Delaware — .not 
with the original cast, however. In fact, not 
even with the original Delaware. Our 
George Washington, silver buckles on his 
shoes and tricornered hat on his head, spent 
the 22nd crossing Delaware Avenue (which 
is about as hazardous as anything Washing- 
ton ever did) giving away cherry pies . . . 
That's a lot of pie, but then we've got a lot 
of listeners . . . and do they eat? Man, 
iust ask the food firms that advertise on 
WKBW . . . 

It's not all for laughs around Buffalo's 
50,000-watter, though , . . Our public serv- 
ice gives the serious balance and listeners 
respond to it by the thousands . . . Take 
the opinion poll we asked for recently on 
a proposal by the Governor . . . We've 
received over 5,000 replies and they're still 
coming in . . . 

All of which is by way of being a lead-in 
to a message ... If you have a few dollars 
that you'd like to put to good use, we have 
some spare listeners who have some spare 
dollars to spend on your clients' products 
. . . We're as close to you as your neigh- 
borly Blair Man . . , 
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PRO 



gramming 



The big pros in Madison radio 
are on WKOW/1070. Each of 
these exclusive personalities is 
a leader in his field. 





JACK DAMS 

'*<iii</ nir fioinl frii'iiil tin' 
H't'iitluT Mail." 

I'o listeners within the sonnd 
of Jack Davis' voire — and that 
inehide.s more than half the 
state (if Wisconsin — Weather 
News is more than nu re fore- 
cast. It is excitinj; entertain- 
nieiit. Jack's ssparklinj; liunior 
makes weather a |)leasiire, 
while helpitig to kick up a 
sales storm for the advert i^er. 
l(),()()()-watt WKOW, Wiscon- 
sin's mobt j)owerful full-time 
radio station, is the major 
listetiing post for all listtiiin*; 
groups. First in total audience. 
First in total weekly homes. 
(ncs T)1). WKOW/lOTO de- 
livers 28*^^ more counties than 
station C. Phone your ll-K 
man for E\CLUSI\E avail.'. 
CBS IN MADtSON 

wKowm 

Ifisconsins Most Powerjult ull Time Staiiun 



TONY MCE. Vice Pres. Si Ccn. Mgr. 

Ben llovcl. Gen. Sales Mgr. 
L-irry Hciit&ori. I*res. 
Joo ri .yd, Vicc Prcs 

represented notionolly by H-R 



M/OCO 




Midiontinent Broadcasting Group 

WKOW-AM ond TV Modiion • KELO-LANO 
TV ond RADIO Sioux Folli. S. D. • WLOL- 
AM, FM Mpli.-St. Poul • KSO 0«i Moinci 



"DATA DIGEST 



Basic facts and figur 
on television and rad 



Price themes backfire 

The cxiciii lo which economy can iiii.sihe a.s a major sal 
idea i.s the sid^jeci of a new iv study conducicd by Schwcrl 
Research. In no instance did Schweriii find an example 
an econoniy-orienied connnercial, where economy was iJ 
main idea. e(iiiallin<r its product average. 

Commercials from six product (ieUls were taken, all loj 
ticket products sold through drug and supermarket ouileJ 
Sfhwcrin findings smninarized arc: 

F.conoiiiy, when it is dominant in tiie copy platform, isl 
weak motivational approach. 

Fconomy appeals have worked well when they are suborcl 
nattd to claims based on product cpialiiies and user benefil 

If price gives you a definite edge over competition, lell til 
consinner about it after you have made hini aware of yoi 
product's major virtues. 

Among difTcring ways to tell an economy story were ihef] 
found by Schwerin: price specific ("15 cents lower thai 
other leading brands!") ; price general ("You pay lesi 
but . . .") ; amount specific ("three ounces more . . .") , ani 
amount general ". . . More! . . .") 

"We can think of several rea.sons why selling on price 
not a strong advertising strategy in television," said SRC 
"It robs lime that could be spent communicating a viij 
promise to the viewer. It raises the suspicion of shoddl 
merchandise that lurks behind every 'bargain.' In a reasoi| 
ably affluent society such as ours, the saving of a few pennie 
on a low ticket item may not have the significance it woulj 
in a society governed by frugality or blighted by poverty. 

The bar chart below dramatizes the extent to which 
econoniv can misfire as a major sales idea. 



SELLING ECONOMY 
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INDEX: 
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CHANGE 
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Price/ Econoin v 
oilier ideas 

Prite I.ronoiiiv 
Duintnaiit 



115 



24 



107 



Prod. CMCt.: ABC 
Avg. Product "X" 
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Prod. "Y" 



G-J K-0 
Product "Z" 
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The amazing 
fact about 

young adult 
viewing in 

Kansas City 

More young adults 
tunetoKMBC-TVin 
Kansas City during 
prime viewing hours, 
6:00 pm to 12:00 
midnight; than to 
any other station. 

To reach them, 
and to solve your 
marketing problems, 

go to METRO TV SALES 

"^KMBCTV 

KANSAS CITY TV © 

METROPOLITAN BROADCASTING 
TELEVISION 

REPRESENTED BY METRO TV SALES 
A DIVISION OFMETROMEDIA.INC. 
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MEDIA VS. RADIO/TV 

(Conlinurd from page '15) 

and tlic otlier whose prime re- 
s|)oiisil)ility is the seieciion and 
iiiaimenaiicc of a sciicdiiie of (|iial- 
ity piofi;! anis." 

W'aiifii I>aiii. medi.'i diiedoi of 
\'&;R, {)ut it e\cii more ex|)licitly. 
At \'S:R, he explained, media and 
progr.'im departments have dixerse 
fim( lions. Media (lex ises medi;i 
schedides and allocates .all media 
dollars, lint management allows 
programing the right to ii|)set me- 
dia plans and sell network t\' in- 
stead. 

"And this is the way it slionld 
be," he declined. "Xeiwork tv is 
very expensi\-e. Agencies ;ire often 
rated on their |)erlormance in net- 
work programing. A man wlio 
<lenls in network tv ha.s to he ;i spe- 
cial |)leader. He has to live and 
hreatlic network and he has to sell 
everything emotionally. He be- 
lieves that network tv should rule 
the world. The media de|)artment, 
on the otlier hand, has to look at 
all media possibilities." 

Conflict inevitable. "This situa- 
tion," T>ahr continued, "is boimd 
to lead to conllift between the two 
departments. "And this conllict is 
necessary in an agency as a check 
and balance in media selection. 
Without this balance between me- 
dia and |)r()granu'ng :ni agency can 
get into real trouble." 

^'.*i;R has achieved this balance, 
Balir declared. At the same time, 
he added, the dep.n tments are well 
enough imegrated to prec hide any 
serious friction from interrupting 
the efficiency of agency operations. 

The c|uestic)n of combined or dis- 
tinct media aiicl programing de- 
partments is not nece.vsarily an 
eitlier-or prc)|)ositioii. Other for- 
imd.'is are possible. K&:K, for ex- 
ample, opeiaies imder a marketing 
group system, under the overall cli- 
rc'( tion of Stephens Dieiz. Each 
group has its own media head, 
0\\\\ when a uetwoik buy is called 
for is iv-radio direc tor Jim Healle 
and his stall called in. 

" i his approach gives uian.ige- 
inent much tighter control of our 
ojieration," Diet/, said. "At other 
agencies network oper.atinns i uii all 
over the lot." 

The clearest choice, however, lies 
between coliesive and entirely in- 
dependent de|jariments. It is like- 
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ly that many more agencies will be 
facing up to this choice in the not- 
too-distant future. ^ 

V-8 BUDGET ALL-RADIO 

(Conlinucd from page .S3) 

used "Wow! It sure doesn't taste 
like tomato juice!" as ;i gag line in 
a recent show; and a Herblock 
syndicated |)olitital cartoon 
(Washington I'osl) used the line 
.as a ca|)tioii. 

Some brickbats. There has been 
some res|)onse however, not cpiite 
so fa vol able. Campbell's has re- 
ceived some letters Iroiii listeners 
(onmieiiiiiig that it's too much of 
a screamer coinmeicial. and ex- 
pressed ania/ement that a company 
of (^am|)beirs stature would aii 
anything so loud. As a result, the 
original "WOW" has been teiii- 
|)orarily sliehed and is undergoing 
lurther research to find out wheth- 
er it has reached a saturation point 
with audiences. 

In the mean lime, the campaign 
rolls oil, using the three variations 
on the theme. Kdward Hohler, 
coinnieiiting on radio's leminder 
cam|)aign for \'-8, points out two 
factors: "First," he says, "is Camp- 
bell's reputation h)r cjualitv prod- 
ucts. This, (ombined wiih re|X,'at- 
ed exposures can only result in 
sales leadership. Radio, for the 
time we have used it, has been a 
stimulant to V-8 sales. It a|)|)ai-ent- 
ly has done the job we set out to 
do — to remind consumers that the 
pioduct is available." 



ANIFORM ADVANCES 

{Continued from page 3fi) 

lions would have to be started 
from scratch for film. Also, if 
scenes from several conniiercials are 
shot in production secpience, and 
not ill story .secjueiice. the cost 
would be less. Actual |)rice lists 
have not been organized as vet be- 
cause of the newness of the lech- 
iiicjue, but the /\uih)rin people 
strongly claim prices at 25'',', less 
than die e(|uiv;ileiit in film cell 
animation. 

"I sup|)ose the system will flour- 
ish if we give clients full value — as 
(lisiinct from lower price — and it 
will fail if we do not. We are 
ready for the test," says an Ani- 
form spoke.sniaii. 

What can it do? The advan 



tages ol the Aiiiloriii process 
pend oil what the advertiser is ( 
iug to do. In general, the adv 
tages are broad in scope while ; 
liabilities are s|)eciric. The adv, 
tages are as lollows: 

1. Control. When the Aiiifor 
are made and production is rea 
to begin, each member of the cr 
live team can j)articij)ate in i 
act and ni.ike changes on the s| 
that will be |)roduced and rea 
to use immedi.itely. If the ager 
producer w.ints to rehearse an e 
brow mo\ement until he captu 
the right subtleties up, clov\ 
more cjuickly or slower, it can 
done as many times as desire 
whereas with film any such clian 
woidd involve a great deal of c 
lay. 

2. Speed. With a backlog 
cliarac ters made u{), the advertis 
can |)rocluce commercials in a iiui 
her of days. This is practical 
the advertiser wants to have mai 
commercials, which in cat toon ar 
Illation is often the case. Havii 
many c oiniuerc ials is often prati 
cal if the aclveitiser needs ;i ch 
acter he wants the public to idem 
fy with his [)roduct. 

.S. Fluidity. Since the aiiifom 
or puppets are moved by lian< 
their actions can he smooth an 
free anci be performed at any spee 
desired. For film cell animatio 
it would take many many drawing 
for ;i character to touch his toes c 
jum|) into a car. F.\'eii then, man 
critics claim anifornis give a fee 
iiig of spontaneity and fluidity ur 
like film. 

•1. Lit'iiig clidrarters. The 
volved and ex|)ensi\e process 
bringing in live characters wit 
drawn c.irtoons is coin|)letely elim 
n.itecl witli .\niforin. By utiliziii 
imilti-camera teclinifpies with vid 
eo t;i|)e, combining live and ani 
mated ch.iracters is ecoiiomicall 
|)ractical. A conversation belweei 
a "live" girl and an aniinatec 
friend, for exain|)le, could be |)ro 
dnced with both c haracters of ecjua 
si/e or w'nh one ten times the si/i 
of the other. 

5. Fait lifuhie.'i.s of character 
When many artists are drawiiif 
animated figures, the same char 
acter's features often differ slightly 
from frame to frame, commercia 
to commercial, or year to year. 
Since anifornis are solid characters 
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Stand up and be counted 
in the fight against Communism 



(o\j, as a private citizen, can 
lit Connmunism where it hurts! 

vVHERE? Communism's 
A^eak spot! Eastern Europe- 

n Eastern Europe 80,000,000 once free men 
md women still bravely resist Communist 
lomination. Here, Communism is on the de- 
'ensive. Here, many Russian divisions are 
ied down. This is where Communism is un- 
ler greatest pressure. You can help keep this 
)ressure on. 

HOW? By supporting Radio 

Free Europe - Every day Radio Free 
Europe's 28 powerful transmitters bi'oad- 
:ast news of the Free World, religious serv- 
ces, the plain truth to the brave people of 



Poland, Czechoslovakia, Hungary, Bulgaria 
and Romania. Armed with this truth, they 
represent a major obstacle to the Communist 
threat of world conquest. Eighty percent of 
them listen to Radio Free Europe despite 
Communist jamming. It is their strongest 
link with the future. 

R.F.E. is a working weapon 

Radio Free Europe is one of the Free World's 
major offensive weapons in the Cold War 
against Communism and Soviet aggi'ession. 
But it needs money now to continue its work. 
As a privately supported, non-profit organi- 
zation. Radio Free Europe depends on indi- 
vidual contributions from private citizens. 
Your help is needed. What's it worth to you 
to hit Communism where it hurts? Ten dol- 
lars? Five dollars? Give ivhatever you can. 




Radio 
Free Europe Fund 

The American People's 
Counter-Voice to Communism 

P.O. BOX 1963, MT. VERNON. N.Y. 

Published as a public service in 'W^ilk'^ 
cooperation with The Advertising Council '-^S^a 
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Niiiiil.ii lo |)ii])])i-is. uiiicli (iiii he 
sioied, there is no dianre of change 
in ])hy\if;il ( harac leristic s unless 
(lesiied. 

Disadvantages. "Sometiines the 
ilisadxaiitages take the form of 
temporary prohlein.s," according to 
jack Mmphy, t\ lechniral ad- 
\ isor, CUS. " To he snre there 
were nine do/en problems when 
we ni->i tried the idea on tape, hnt 
we ha\e sohed most of them. For 
example, producers were woiried 
hccaiise often the resolution of the 
outline of the diararters was too 
shar|). This was coi reded hy 
slightly defoc using the camera. 
Later a bleeding of tiie lines look 
|)la<e due lo the matting used. 
Snperiniposition and reverse polar- 
ity te(hnicpies were used to correct 
this." 

FIowe\er, puppeteers and engi- 
neers hn\c not sohed the follow- 
ing problems, which can justly be 
classified as disachaiuages: 

I. Dilfciriil vit'xvs. T'lie primary 
disachantage noted in the industry 
is the economic restriction of mak- 
ing several ain'foims of the same 
cliaraiter lo portray diiferent 
\iews. If the client wants a full 
face shot, a tin ee-cpiarter face, and 
a |)iofde, a separate model must be 
made for each as the aniforms are 
not made with depth. However, 
the same figure can be used for 
either a right or left profile. 1 he 
process camiot show a character 
tiirin'ng, bin with the right writing 
and design. Aniform pioducers 
claim the viewer can be trap|)ed 
iiuo thinking he did sec the char- 
acter tiun. On film the characters 
can tuiM at w'lU. 

'1. Full aiiiiiintioii. 'I he process 
is limited to small animation op- 
erations and cannot do full anima- 
tion on the Disney production 
level or any production which in- 
vokes (omplicated nudti-])lane ac- 
tion. 

.T. Grry srolr. Oidy outlines of 
(haracicrs can be utilized with 
aniforms. T he ])rocess is unable 
to supply a full lloxible grey scale. 

4. So[)li!sti(ali(>ii. Kxtieme fa- 
cial expression is ilifficult with aiu'- 
lorins. If s())>histicated movements 
are rec]uired for the eyes or lips, 
many flexible parts might be nec- 
essary which incm a laige expense 
in comparison with film. 

5. r'rt)//.?/////g ( lun nrtrrs. At ])res- 



eiit it is not possible to liandle 
characters that \'anish into the dis- 
tance or automobiles moving away 
from the camera. 

The creators. Aniforms ate char- 
acters created solely by Aniforms, 
Inc. The tecbuicjue was first con- 
ceived by .More)' liiniin, a long- 
time puppeteer. During his 30 
years of woik with puppets, liuniii 
h.'mdled such well-known kids' 
shows as Foodiiii. lie disco\'ered 
the idea of aniforms within the last 
two years by experimenting with 
clifleient materials, rno\ements, 
and dimensions relating to pup- 
pets. 

Ke\' .artist at Aniforms, Inc., is 
l li r>auer, a former designer for 
Cn>.S Animations. l>auei's work at 
(;I).S included designing for Terry- 
Toons, one of which won him an 
i\( ademy i\ward nomination. Last 
year he designed the comic strip 
series "Keiiiiii the Hermit," pub- 
lished in the C'Jiic.'igo Sim Times. 

Frank Abrahams, business man- 
ager, has had past experience with 
lixc tele\'ision shows. It was Abra- 
hams who coined the name Ani- 
forms (animated forms) . 

y\nifonns Inc. lias an exclusive 
agreement to work with X'ideotape 
Outer on all tape productions. 

FRC&H first. A few weeks ago 
nuich excitement was made over 
the first \ idec) tape animated com- 
mercial, II-C) cere.als, handled b\' 
SSCR.!'). T he commercials, based 
on a humorous interplay between 
a supremely confident chairman of 
the bo.aicl and his timid assistant 
Mr. H. O. Smith, began in Febru- 
ary on Xl>(> T\"s The Story oj and 
will continue through this moinh 
(see si'ONsoR, 4 February ) . 

The fact is. !iowe\'cr, the first 
bioadcast anim.ated commerc ials on 
video tape were produced bv 
FR(X1I [or Dee- fay toys in Au- 
gust H)()2. liecause the spots were 
aired in only two mnrkeis (I'lovi- 
clencc and Uoston) and the process 
was still little-known and experi- 
mental, there \vas no publicity. 
T'hc three Dee- fay commercials 
uiili/ed one of Aniform's greatest 
selling |x~)ints: the ability to com- 
bine anini.'iied forms with people 
— cpiickly, easily, and inexpensive- 
ly. T he agency plans to utilize the 
process again in the future when- 
e\c-r it (an be em])loyecI. 

I'or the benefit of acbertising 



bisioiiaiis, II-() leieals tan st| 
claim first fin- fully animatliy 
broadc asi \ ideo tape connnerci;if.( 

Untapped potential. Theie i* 

many possibilities with aniforu, 
which the producers theinsebi; 
cannot even envision. I lowevi 
advertisers often want aniforms 
do what cell animation c:m do ai 
no more, even though the Anifoi 
teclinicpie is a type of aniniati( 
all its own. The general feelii 
is: an achertiser who is willing 
acce|Jt new possibilities within 
new teclinicpie using a relative 
new production process nuisi re; 
Iv be a pioneer. 

liesides handling Aniform coi 
mercials on tape and on film, tl 
creator.s are considering plans fi 
a regular kids' program and pc 
sibly e\en !i\"e shows. 

lUit right now entire emphasis 
on commercials, and what can l' 
done on commercials largely d 
peiids on what the aclvertis( 
wants. So far interest is arouse( 
but .actual accept.aiice and sales ai 
in the take-off stages. ^ 



ON-AIR PLANS FOR AFA 

(Conlimird from jMgr 39) 

cisiii is not permitted, we're in rer 
trouble." 

'Tt iinisi be remembered, hov 
e\er. that critics of .idvcrtisin 
tend to overeiiipliasi/e the occj 
sional faults of advertising wliil 
not giving credit to the iremer 
dous job advertising does on th 
whole," Cooper insisted. 

Cooper saw a shining futin- 
ahead for advertising billing ii 
virtually all media. He nodded as 
sent when it was pointed out t( 
him that Richard W Doheriy. pres 
ideiit of r\'-R.adio Man.agemen 
Corp., had predicted that by 197' 
advertising expenditure would b( 
about SI8 billion lo S18.5 billior 
compared to I9r)2 when it reachec 
more than S12 billion. 

"It wouldn't sur])iise me in th< 
least to see the Dolierty prediciior 
become a reality," he said. 

.\niiouii( emcrit of Copper's elec 
lion as president of the AFA byi 
the AF.\ board of directors was 
made several weeks ago by George 
W. Head, chairman of the board of 
AFA, and iiiaii.iger of advertising 
and sales promotion for the Na- 
(P I case I urn lo fmge 66) 



r.o 
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"WASHINGTON WEEK ::H=: 

4 MARCH 1963 / c.p,ri,h. \\ agencies, stations 



'1"ho ratings hearings vill 1)c the (irwt activity <»f tin* II<ni.<i<> ('oiniiicrco invosli- 
gatioiis 8iil>ooiniiiiltce under llial name, Iml they will likely 1)ear inurli re8eiiil»laiie<' 
to otiier hearings hehl hy llie same ehairiiian Kep. Oreii Harris (I.)., Ark.)- That 
is, they are likely to he 1on<1. 

The way tliey arc ii|ia|>iii<z up, il appears there will he less suhslaiice than noise. Open- 
ing witnesses will he from the l)roa(leasting iiuhistry, starling off with I>eKoy (Collins, 
continuing through network ofllcials— but trying very liar<l to fiiMl hr<ia<lea8lers willing 
to testify about clissatisfaetion with the vay ratings have affeeted their stations. 

'Hie suheonnnittee hopes to get representatives of acl agencies and advertisers to testify 
as to how the ratings affect their time purchases, as they will he (|)ii/zing hroadcasters 
(mostly the networks, in this case) as to how ratings influence their programing decisions. 

TTiere is little douht that there will he much moralizing and serinoni/.iiig along 
the line, with suhcommittee staff and some meinhers quizzing violently ahout adverse effects 
on what the puhlic sees and hears of "ratings worship." It is understood that the ohl ques- 
tion of a<lver:iser <lominance will enter the proceedings, if only ohiiqueh. 

The earlier witnesses are expected to pave the wav for representati\es of the rating serv- 
ices, who will he asked "when did you stop heating your wife" type of questions. It may 
not he made ahundantly clear that shovtcoinings of rating services under the microscope 
will largely concern local market ratings and some of the smaller services. 

The suhcommittee lia.s prepared arduously and well and has many "horrible 
examples** to spring. It is said there arc cases anicnig them of actual rigging of re- 
suits, though there was no staff confirmation on this jioint. 

The outlook is that the important rating services will he pretty niueli in the clear 
on their national surveys, with the possihle exception of a few minor slips, hut that the 
mud from other matters may splash the innocent along with the guilty. 

FCC continually puts off making a <lecision on whether to accept I'hilco's with- 
drawal of its hid for the Philadelphia tv channel now occiipie<l by NBC o&o 
WRCV-TV. 

Withdrawal was part of the UCA-\15CdMiilco patent agreement, because of delay in 
FCC action, further hearings on NHC-RKO applications to trade their Philadelphia and 
Boston stations are continually postponed. These hearings are now off until today i t Marchi, 
and may he postponed further. 

FTC quest for an injunction in the FJayer ease, involving extensive ad use of 
results of the FTC-financed Baltimore pain-reliever test, is meant to be a landmark 
case. 

Commission had never taken such a course except in case of danger to the puhlic. How- 
ever, FTC staffers are gloomy ahout the case they made — or failed to make in Xew York 
District Court. No injunction: no landmark. 

House Commerce Communications and Power subcommittee begins hearings 
on suspension of political equal time law for 1964 for presidential and vice-presi- 
dential candidates. 

Relatively fast hearings are expected, especially with many suhcommittee members also 
members of the subcommittee which will hold the hearings on ratings. Still, betting is that 
final Congressional action will be much slower — probably not until next year. 
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SPONSOR-WEEK / advertisers & agencies (onliiiKnl 

Record fourth quarter figures for spot tv spending 



Automotive, lood, drug, cosmel- 
ICS, confC( lioiib, aiul soft drink ;id- 
xertisors help soi ilic p.'Kc for a 
record iKition:d and regional spot 
lek'vision lointli (|uarier in WtVI, 
Ronibaiigli data released lo- 
da\ siiows. 'lot.il reported gross 
time billings lor the (piarter were 
Si'.)7,7r>!M»00, .(gainst Si77,827,()()() 
ill the (]iiarter a year ago, an in- 
crease oi 1 1.2"^,' on a total dollar 
basis. Analysis of '513 stations re- 
porting in both fourth (|iiarters 
showed a ^.lo^^, increase. 

liristol-Myers, increasing from 
'>2,81(),7(l() in gross time last year to 
^.),2r)(),l()0 in the fourth cjuarter 
litis \ear, and (.olgale P.'dniolixc 
increasing from J)'{,2(;r), 100 to 's.'),- 
173.800 in the same periods, were 
the indixidual toinpanies setting 
pace for the increase. On the op- 
IH)site side. Lexer I'lioihers shoxvecl 
the major decline loi the cpiaiter, 
dropping to .^l,^) 13.500 from Ui.- 



128,300 in the cpiarter a year ago. 

.Six aclxertisers appeared on the 
Tx 15 Rorahaugh top 100 list lor 
the first lime: Chanel .'s.')() 1,800; 
Kastman Clheniienl .SlOfi.lOO; Cier- 
ber Products .SI 11,700; Kemier 
Products .S-I55,2()0; Merck $7r)5,- 
(iOO; and Volkswagen dealers 5>-J23,- 
oflO. 

V major surprise in the product 
caiegories xwis the listing for sport- 
ing goods, bicycles and toys, xvhicli 
dropped in the fourth cpiarier to 
S7,73 1,000 frcmi S8.2r>r>,000 a year 
ago. Toys haxe been a consistent 
grox\ th c ategoiy in the foinih quar- 
ter for a number of years. 

.Most dollars- , $ I r)l,2%,0(K)-went 
lor aiinoiincenrents, iij) from S1I3,- 
(;<)8,0()0 in 1 '.)(■) 1. id's took S 17,1 f)f).- 
000, against ,S 1 5,182,000 in liXU. 
Programs had .S1'.),2'.I7,()00 vs. S18,- 
f) 17,0(10 in I'Jhl. 

lly day part, fourth (jiiai ter bill- 
ings' .shoxvecl S l!).5 15.000 for day in 



l%2. .S17.7()'> 000 III i;>til, L-. h 
evening $15,029,000 in 1902, 
127,000 in 19(il; jjriine night $},. 
!)12,()()() xs. .S5 1,188,000; late nift 
.s 13,273,000 xs. $37,717,000. 

Product (hrs.ses increasing wi^u 
automotive from Sl,-f8 1,000 to l,- 
5*J2,()00, up 17%; confections :d 



from .SI 1,007,000 , 
up 27%; consul I 



.soft drinks 
$13,977,000, 

.services from $5,l(i2,()()0 to $f),4i|' 
000; up 25.3*^^; cosmetics & toi>| 
ries fioni $17,383,000 to .S20,7l',,. 
000, up 19.5",',; drug ])rocluc is frn 
$15,799,000 to $18,393,000, p 
l(i.l%,; clothing from $2,(i80,()OOL» 
S1.821,0()(), up 80%; househiLl 
cleaners from $-1,109,000 to Sl.9^. 
000, up 21.2*',',, and transportati i 
and travel from SI. 180,000 to .* ■ 
977,000, up 08%,. 

Only three million-dollar c la: ■ 
iications shoxvecl drops, in ndditii 
to toys. They xvere: dental pre ■ 
nets, doxvn from .$-1,071,000 to 
528,000; ga.soline, doxvn from 
711,000 to S5.0l(),()()(), and tobaci 
products, doxvn Irom S7,58().()00 i 
S7,3()9,0()0. 



FOURTH QUARTER SPOT TV SPENDING 



$500,000 or more decrease 

1962 



1961 



Lever Brothers $4,645,500.. 

Standard Brands 2,247,800.. 

Corn Products 1,696,300.. 

Liggett & Myers Tobacco 1,077,900.. 

Gillette 727,800.., 

Nortli American Phillips 633,000.. 

Louis Marx 581,600.. 

Carnation 185,100.. 

Coty 114.900.. 

Nestle 77,520.. 



..$6,128,300 
....3,042,400 
....2,371,500 
....1,739,600 
...1,957,200 
....1,362,200 
....1,527,000 
....1,494,700 

699.700 

....1,245,400 



$500,000 or more increase 

1962 



1951 



Colgate Palmolive $5,473,800.. 

Bristol-Myers 5,260,100.. 

William Wrigley 3,528,800.. 

Alberto-Culver 3,082,500.. 

Coca Cola Bottlers 2,968,800.. 

American Home Products 2,900,800.. 

General Mills 2,530,900.. 

International Latex 2,240,500.. 

Menley & James 1,524,700.. 

Ralston-Purina 1,488,600.. 

Chesebrough-Pond's 1,418,100.. 

Armour 1,282,000.. 

Jos. Schlitz Brewing 1,236,800.. 

E & J Gallo Winery 992,300.. 

Merck 755,600.. 

Sperry Rand 721,600.. 

Hanes Hosiery 524,900.. 



..$3,265,400 
....2,816,700 
...2,243,900 
....1,531,500 
....2,410,600 
...2,165,200 
...1,370,300 
...1,289.700 

731,700 

742,200 

644,000 

47,800 

716,600 

394,000 

5.800 

167,500 

4,900 



.1,904,000 2,113,200 

.1,860,200 1,723,300 

..1,815,000 1,439,200 

.1,662,600 1,486,500 



Increase/decrease less than $500,000 

1962 1961 

Procter & Gamble $14,065,400 $14,436,600 

General Foods 6,499,500 6,498,800 

Miles Laboratories 2,401,700 2,439.300 

Campbell Soup 2,046,600 1,593,800 

P. Lorillard 2,037,100 1,831,800 

Deluxe Reading 2,023,700 1,585,000 

Continental Baking 

Richardson-Merrell 

Kellogg 

Philip Morris 

Pepsi Cola Bottlers 1,603,600 1,259,400 

J. A. Folger 1,445,800 1,813,000 

Food Manufacturers 1,411,600 1,121,100 

Warner-Lambert Pharmaceutical 1,378,200 1,561,900 

Anheuser-Busch 1,335,300 1,203,200 

Ford Motor Dealers 1,293,500 947,600 

Avon Products 1,247,900 1,330,600 

United Vintners 1,241,500 752,000 

Pabst Brewing 1,137,100 979,700 

Mattel 1,128,800 782,000 

General Motors Dealers 1,083,300 747,900 

American Chicle 1,078,100 626,600 

American Tobacco 1,036,600 1,115,100 

Canadian Breweries 949,400 813,100 

Helena Rubenstein 934,200 622,900 

Hills Bros. Coffee 858,400 620,000 

Pillsbury 828,100 468,100 

Frito-Lay 801,000 402,500 

Quaker Oats 770,700 505,600 

General Electric 760,500 882,200 

Carter Products 735,000 856,700 

Oriiss Tlino IlllllllCS Snurrc: Tvit, llnrahaucll 
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Camera catches Ella backstage at Carnegie Hall 

A pre-concert chat with song star Ella Fitzgerald, one of featured performers in the tenth annual 
festival of Negro performing artists presented by WLIB, New York, at Carnegie Hall and aired 
on the station. L-r: Reuben H. Siegel, controller of Donahue & Coe; Evelyn Lee Jones, business 
manager and radio-tv director of D&C; Janet Caperon, granddaughter of publisher J. David Stern 



Advertising must 
reflect company 

Coinp.iiiics wliirh do not mniii- 
taiii a ])oli(y ol coiisisiciit coiiiimi- 
nicatioiis on all levels arc inviting; 
the loss of sales and piolits, Kd 
vvaid L. lioud, Jr., president of 
Yoiin}^ X: Rnhicaiii, said last week. 

In an address to the Adveitisiiii; 
Club of Circa tei' Boston last week. 
Bond said "( Oiii panics smart enoiij;li 
to make great products hut not 
smait enongli to keep their toiu 
miniications consistent on all lev- 
els, are going to create disbelici on 
the part of consinners which is 
bound to adversely alFeci their sales 
and profits." 

7\dvcrtising, he a<ldcd, "is only 
one pan of your comminiication, 
and it can't do the job alone." 
Advertising cannot be — shoidd not 
be — any more than a reflection of 
wliat the company actually is, he 
continued. If they woidd have the 
public believe that they arc a great 
organization, an organization dedi- 
cated to giving superb service, then 
they must in actuality be thai kind 
of an organization. 

"Otherwise iheir advertising 
woidd soimd phony — because it 
woidtl be phony." liond advocated 
that conip.inies who want to be 
identifletl with good taste and 
character in the minds of the pub- 
lic, must first literally acqin're 
habits that will earn it that reputa- 
tion. 

Form audit bureau of 
criticism, Weir urges 

If the advertising industry is to 
regulate or discipline itself in the 
matter of taste, it should cieate an 
Audit I'.ureau of Criticism, accord- 
ing to AValter Weir, chairman of 
the executive committee of Dona- 
hue &: Coe, and author of "Truth 
in Atlvertising . . . and other here- 
sies," published todav by AfcOraw- 
Hill ($5.95). 

\'eteran agency man Weir in his 
new book suggests that such a body 
should (onsist of distinguished fig- 
ures "no longer earning (heir li\e- 
lihood directly from the cieation 
of advertising." They could be re- 
tired admen who would j)rubal)lv 
be helped by a legal staff, a seman- 
ticisi, creative advisors and a field 
research staff. Financial aid to 



such an AliC woidd come from big 
advertisers, ad agencies and media. 

Weir also suggests that achertis- 
ers who seek to measme the actual 
contribution that advertising makes 
to their total marketing operation 
aim lf)i (iK)se goals dehned in the 
,\ssociation f)f National Ailvertis- 
ers' book entitled "Defining jVdver- 
tisiiig (Ifjals for Measmed Adver- 
tising Residts." 

"If the eflicieniy of advertising 
as marketing communication is tt) 
be improved," Weir writes, "the 
improvement must come from 
three chief sources— the advertising 
profession itself; advertisers with- 
out whose consent bad ad\ertising 
could not be published and whose 
altitudes alfect their agency's per- 
lormance; and the academic world 
whose responsibility it is, I believe, 
to develop a philosophy of adver- 
tising." 

Woodrow W irsig contributes a 
foreword to "'Iruih in Advertis- 
ing" and there's a "L'I.n\'oi" by An- 
thony AVeir, a young copywriter 
and son of the author. 



Other aspects ol the book con- 
cern themselves with ad\ertising 
and pidilic relations, the art direc- 
tor, industrial advertising, ach'Crtis- 
ing and politics, advertising and 
individualism, the client Cf)ntribu- 
tion and how best academic circles 
can teach the subject of advertis- 
ing. 

Mattel ups budget 

.Mattel (Carson Rf)berts) blazes 
.1 trail in tf)\ tv aiKertising with 
the saturation of Satmilay morn- 
ing on all three netw()rks- 

M the same time the toy fnni 
announced the increase of its ad 
budget lo $0.5 million, "the larg- 
est amount ever earmarked b\ an\ 
to\- company foi atlvertising." 

Describing its network strategy 
as "wall-to-wall " programing, Mat- 
tel is sponsoiing nine kid shows 
between 10:30 a.m. anti I p.m. on 
Satin"da\s. Participations on the 
ARC 'F"V show began on 5 Janu- 
ary and the others begin in Ai)ril. 
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Art for advertising's sake . . . 

VW goes "modern'' in program billboard 




THE 
VOLKSWAGEN 
HOUR 



U. S. Rubber breaks 
first Ayer campaign 

I lie l)iggesi caiiipiiigii in LT. S. 
Riil)bcr's liisloiy riiul ilic firsl since 
its agcnry switch lo N. W. A\ci 
1 (aiuiai), liii ncnvoik sciccns 
ovci" I lie weekend. 

As in all media wliidi IT. S. Rub- 
ber will use in IW.S, the iv rain- 
paign is based on die ilienie "New 
V. S. Royals are engineered 10 keep 
your s|)are in the liunk," wiih a 
lire jieeking oui Iroiii a partly 
opened sieanicr irnnk. 

Connneicials have a whimsical 
.lir whidi is soniewhai of a de- 
pariiire foi the usually staid U. S. 
Rubber Tire Co. ]ii closing the onc- 
niinuie spoi, the lid of the sie.uiicr 
iriuik (oiues down in s\nc with 
original liossa Nova music written 
especially for IT. S. Rubber. Then, 
unexpec icdiy, ilic trunk lid re- 
opens, riie liie |)eeks out again 
.ind Senor W'ences says, "S'allright." 
\nd the trunk si)a|>s sliui again. 



.'il 



Surcessful use of absirad an in 
a one-miiiuie iv program bill- 
board by a regional \'olkswagen 
(lisiribuior has aiiratied the aiien- 
lioii of oilier X'olkswagen disiiibu- 
lors across I he iiaiioii. 

The innovaiion b\' Haiisen-iMac- 
I'liee, W'alihaiii, Mass., aniniaies 
ilie familiar "\'\\"' irademark, and 
is used 10 oj)eii The Volkswagen 
Hour, a rerun drama series which 
(oiisisis of ia|)es of (;BC-T\"s houi- 
loiig On Sltigr dramas aiictl 011 
XVNAC-TV, ilosioii, and \V JAR- 
TV, Providence. 

l-amiliar wiih iv ihrough re- 
gional sjjoiisoi sliij) of iMrrl llir 
I'rrss, Iloslon Red Sox telecasts and 
I'rrsj)rclij>rs i)i Grcninrss. llanseii- 
Macl'hce assigned ilic ])roblcm ol 
creaiing the absii.ui show o|)encr 
lo its agency, Ingalls Associaies. 
IWision. lA in inni, enlisted ihe 
aid of Trinkaus, Aron ft Waynian. 
creators of main lilies and trailers 
for I'hr Mirnrlr Workrr, The 



Big reps hinder 
small agencies 

The big problem facing die 
small ageiHV is gelling llie rep hriiis 
lo service them properly. 

This dictum was pronounced by 
ihe small-scale slioj) of Afeilis S: 
l.cbow. The agency accused mosi 
salesmen from national rep firms 
of prefering 10 wail lor a 30-markei 
order from one of ilie lop agencies 
than call a small shop for a two- 
market order. 

"There is almost a coniplcic lack 
ol creative selling on the reps' 
|)ari," complains MS;!,. "Most of 
iliein tend 10 service us 011 the 
phone, mostly when we call tliein. 
'I'he.se people are holding the agen- 
cies c»l our si/.e back when il comes 
to ihe bioadcast media," 



Advertisers 



Vlihough caniings fell just short 
of 1961 levels, sales for Mi\cs Lab- 



OP 



(ircal (Uia.sa and David and Lisa 
Music for ihe billboard vvas wril 
Urn In .Mark Lawrence, h)rnier ra 
clio S; tv clirecior of MacManus 
John S: Adams. 

One of ihe billboard's major ad 
vantages is iliat its sophisiicaied n 
produciioii teclini(]ues (see ])liolo) 
alleviate ihe need for pop-in slide, 
by using the same footage 10 iniro 
cluce dealer mentions. Closing 
credits call for six different dealer 
|)ei show to get credit in a ."i.^-sec 
oiicl sec|ucnce. 

In measuring success, H-M 
|)C)ints to high interest in the aiii 
mated show oj)cner by the othei 
11 VW distributors, and the 11a 
lional-level im|)oiter, X'olkswageii 
of iXmerica, Inc., now repoiiedh 
considering network tv this fall.! 
This interest may recoujj Ilansen- 
Macl'hee's .SIO.OOO investmeni; 
II-M is contemplating making 
available |)rints of the show o|)ener 
lo other clisirihuiors. 



oratories during 19C2 were highest 
in the company's history. 

For the year ending 31 Decem- 
ber, net sales were $97,.S90,()0(), up 
7% from 196l's .$91,009,000. Net 
eaiiiings were $5,'117,000, compared 
wiih $.5,480,000 in 1901. This 
ccpialcd .SL.'i.S per share, vs. .Sl..'i7 
per share for the pre\'ious \ ear. 

Financial report: Ampex Corp. re- 
poried net earnings for the nine 
months ended 31 January were 
111% ahead of last yeai's first nine 
months at $3.1f)3,o6o or 40 cents 
|)er share. \'s. last year when earn- 
ings were .$1,311,000, or 17 cents 
pel share. Nine-mcjuth sales in- 
creased 13% to .$00,789,000, from 
$58,808,000 reporied for the firsi 
three cpiariers last year. 

Looking forward (o: 'Flie fourth 
district Advertising Federation of 
America annual convention in Or- 
l.iiido on 25-27 April ai the Cherry 
IMa/a Hotel. The newly-elected 
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oicsideiit of tlie Al'A will he 
among ilie all-star liiieii|) of a(hei- 
tisiiig ])eo])lc slated, as guest s])cak.- 
crs. 

PEOPLE ON THE MOVE: P.airv 
J. Hawkins to advertising and sales 
promotion manager of I'aircliild 
Contrf)ls. division of Fair(liild 
Camera Instiinncnt Cloi]'). . . . 
Josej)li J. O'Cxnniell, Jr., attorney, 
to director of licecli-Niit Life Sav- 
ers . . . Ben ^^icllae^son to NV'w 
England merchandise manager for 
the Healthknil di\ision of Stand- 
ard Knitting .Nfills . . . Lowell L. 
Janke to vice |)rcsidcnt of Super 
Valu Stores . . . John CI. Downey to 
director of the newly-created in- 
ternational de\clopnicnt depart- 
ment of A. C. Gilbert . . . William 
J. Jann to vice president oS Hertz. 
He'll c-oiitiiuie as director of sales 
and advertising of the Flertz Rent- 
A-Car division with additional re- 
sponsibilities extending into other 
advertising acti\'ities of the corpo- 
ration . . . Paul A. Stewart, man- 
ager of niaiiiifacturing for nearlv 
five years, to vice piesident in 
charge of mamifactiiring of the 
Maytag company, succeeding Irwin 
A. Rose who retired. 

Kudos: Henry J. Kaiser, chairman 
foinider of Kaiser Industries and 
the Kaiser Foinidation Hospitals, 
has been named the recipient of 
the first annual IBA Free Enter- 
prise Award, presented by Inter- 
national Broadcasting Awards din- 
ner of the Hollywood Ad Clid) . . . 
Henry F. Renter, president of Ren- 
ter & linigdon, Pittsburgh-based ad- 
\'ertising-inarketing agency, elected 
a director of Reliance Oil Corp., 
Charlottesville. 

Agencies 

Agency apj)ointments: Biirma-Shavc 

ito Benton & Bowles, from R. Jack 
Scott, Chicago, following the pin- 
chase of |)areiit com|)any Burma 
Vita by Phili]) Morris. PM's Amer- 
ican Safety Razor business is also 

I at B&B . . . Advcrson, Clayton Sc 
Co. Foods Di\ision to Benton & 
Bowles for its line of Seven Seas 

I liquid salad dressings currently 
being sold in Chicago and Cle\e- 
land. 

Haj>py anniversary: One of Den- 
ver's leading advertising men, Har- 
old Waller Clark, observed the 



-!()tli anni\ersai\ oi the founding 
of his agency in late February. The 
number of clients served by the 
iirni lias inc reased from three to 2.') 
since its formation. 

New v.j).s: Robert J. .Murphy at 
Dennis, Parsons fc Cook. He'll 
continue to direct the agency's 
])ublic lelations division. 

PEOPLE ON THE AfOVE: C;eorge 
R. Wincl.sor to account execmive 
at McCanii-Erickson, Los j\ngcles. 



lic)m merchandising accotnn ex- 
c'c:uti\e at Frwin Wasey, Rutlnaull 
Ryan . . . Frank [. Gale to ac ■ 
c;c)unt exec:utive in the I'hiladel- 
])liia (»llice of N. W. Ayer, from 
acheitising and |>romotion man- 
ager of the Peoi ia division of the 
Ki'oger (^o. . . . Kobeil Van llouteii 
to audio-visual sales manager at 
Muller, Joiclan X: llerric k, inthis- 
ti iai advertising agency . . . Sheldon 
Newman to Home 'I esting Insti- 
tnie as assislant to the jiresidcnt, 
from research cliieclorol "Esc|uirc." 



WoRFORP Warp a tiuie Vishion 




OH YEAH.' WELL ,WWrW AND VtWUP'XV 

aint creatures and they 

MULTlPLieP THEIR AUDIENCE'. 




OH WORPORP, YOU'RE SO 
IMMATURE. PON'T YOU KNOW 
THAT ALL NATURE'S 
CREATURES MULTIPLY ? 





Here's more real growth! 



Yes, we've greatly increased our audience. 
The November, 1962 NSI and ARB are 
gladsome things. They show that WWTV 
WWUP-TV have increased their audience 
almost miraculously over November, 1961 — 
have increased their superiority over Station 
"B" by as much as 590%. 



Upstate Michigan is as yet America's great- 
est "undiscovered opportunity," to many ad- 
vertisers. 874,100 people. Retail sales, nearly 
a BILLION. 

If you want to increase sales in Michigan 
as a whole, use the easy place to do it! Ask 
Avery-Knodel, Inc. for the proof. 



WWTV/WWUP-TV 

CADILLAC TRAVERSE CITY / SAULT STE. MARIE 



CNANNd f 
ANTINN* U40' A A T 



(NANNCL 10 
ANTINNA IIU' A. A. T. 



AvtffKnodtf, Int., fi<(vi(vv Notional ttpit 




RADIO 

WRZO lUUMAZOO-tATTLE CRttK 
WJ[r CRANO RADIOS 
WJir-FM GRAND RAPI0S-KAUIU2OO 
WWn-FH CADILLAC 

TELEVISION 

WRZfrTV GRAND RAPlDS-KAUMAZOO 
WIV/ CADILUC-TRAVIRSI CITY 

/WWUP'TV SAUIT STE. MARIE 
<Ollt.TV/LIHCplN. NEBRASKA 
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SPONSOR-WEEK / networks cntniurd 

Network billings in greatest gain since 1956 



N'envoik lele^isifni gioss time 
billings ilule.•l^e(l 12.2'',, in M>ri2, 
the giciiicst one )eai g.iiii siiue 
nm, T\n L\ \-B \R figuiessliow. 
I hiee iieiAvoik billings were >79S,- 
808.13S. ag;niisi $712,128,118 in 
19GI 

\|{C 1 \ hillnigs in l!)r)2 weie 
^2(•5,22 1,3-12, up TJ'V over IDOrs 
M90,f)15,N(). ens TV billings 
were S.'? 1 1 ,7(l!»,77 1 , plus 1 (>.((< from 
^;2G8. (170,875 in N'I!C 1 A' 

had S281,87 1.025 in l!)r>2, (ompared 
Willi .S.252,8.'?r>.i.3.S in 1901, tip 
1 1 .5^^ 

l)a)tmiesei the billing |)ace w'iiii 
.1 20.2"; inciease in I'.nVi while 
nighliime was up 8.8",. l)a)iiine 
billings \i» \<m were ,S255,2G5.- 
291, compaied with .S212,.S:}0.()7.". 
in 1!)G1. N'ighltiine billings last 
>cai' wcie .'>5 l.'?,5 12.8 I'l, compared 
with S my, 777. 175 the )eai eailiei. 

While network billings were up 
12.2',. lot the )ear, the rise in De- 
cember WHS 8.5"^;. For liie month, 
tiie total was S7i, 377,05.'?. .-igainst 
$05,798,922 in I)eremi)er i!)GI. AlK": 
TV billings foi Derembei were 



M8.:^!)C)..SK5. vs. M().572.!)00 in l)e- 
(endjei 19()l. C 1>,S 1 V billings for 
l)ecend)er weit '>28,52'),1GG vs. .S26,- 
195, 871 lip 8.9"o a year eailier. 
Nr>{] T\' necembei billings were 
S2I..555,202 ill Detembei 1902 vs. 
'=:2:{.(».-{U,l5l ill Decenilnr 1!»GI. 

3IVI sales soar 

A hike ol 12", ill consolidated 
sales was reported by ilie .S.\l Co., 
|)areiit ol Mutual liroadc asting. 

.Sales of S(")S7.085,773 rose from 
S() 1.3,890,22 1 in 1901. iS'ei imonie 
of .S8.3,G90,09n, eipial to .SI. 01 :i 
share, compares with 1901 iiei in- 
con it of S75. 17 1.887, or $1.15 a 
share. 

riiis is ilie I Itli CDiiseciiiive year 
3.\I enjoyed iiirieases in both sales 
and earnings. 

NBC, ABC negotiate 
south of the border 

The international arms ol both 
\'H{! and AI!C. having been doing 



tan 



ir 



CBS Radio Affiliates Assn. winds up first meeting of new year 

Board of Directors of the affiliates group met witli network executives to, among otiier tilings, 
lay plans for upcoming tenth annual convention of the association. Here, l-r: Joe L, Smith, WJLS, 
Beckley, secy-treas.; Michael R. Hanna, WHCU, Ithaca, vice chmn,; Arthur Hull Hayes, network 
pres.; E. K. Hartenbower, KCMO, Kansas City, chmn.; William Schudt, network v.p., affiliate relations 



some leceiit bnsiness south of the 
border, in llia/il and Mexico re 
s|)ec lively. 

rs r>C] liiteniaiioiial rang iij) a 
ckal lor more than $500,000 witf 
I he sale of seven series to I V Ex 
celsioi Xelwork, liia/il. Shows in 
tliide ciraiiia, informal ioiial, aclven- 
iiirt, and tliildien's series. 

In .Mexico, Al'CI liitei naiionaf 
Television lias been appointed aS' 
sales represent at i\e and program 
piiic basing agent for XI£T-TV, 
Monterrey, owned i)V Television 
del Norte, S. A. This brings AliC 
Inieriiaiioiiars tally of associations 
oiitsidf ilie V. S. to 30 stations in 
19 nations. 

WCKY, Cincinnati 
joins ABC Radio 

WCKY. Cincinnati, an iiicle- 
pendenl station for the past 15 
years, lias alliliaitd with ABC Ra- 
dio. WCKV replaces \V\.\V for 
WiC Radio. Mrs. jeanette ileiii/e, 
\ice [jiesiclent and general inan- 
agei of \VC;KY, said the station 
will carry AI>C Radio programs in 
Caiiciiiiiaii exclusively not later 
iliaii I June and will carry some 
\V>C programs within the next 
lew weeks. \V(iKV operates with 
lOkw on l,.')30 kilocycles. 

Networks 



I.ooking forwarcl to: The iiiiiili 
annual cliiiiier of the New York 
liroaclcasiers A.ssii. tomorrow, 5 
.March, in Albany. Frank Stanton, 
I'l.S president, is the featured 
speaker. \s in the past, meinbers 
of ilic state legislature. Coventor 
Rockefeller, and meinbers of his 
cabinet will be guests of the A.ssn. 
for the dinner at ilie Sheraton 
Pen F.Nck Hotel 

I'rograming note: "Hollywood: The 
Cieai Siais." a look at the men 
and women who lose to fame and 
loiiiiiu ill the iiioiioii jjicinre in- 
diistrv. will be telecast as a 00- 
inimite special on AUC TV 13 
M:ircli (10 jj.iii.). This is the third 
IV special on the film industry pro- 
duced by David AYolper, acclaimed 
lor his "Holly^wood: The Golden 
^'ears" and "Hollywood: The Fab- 
ulous lira." 



5G 
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TREND IN 


NETWORK TELEVISION 


GROSS 


BILLINGS 












19^3- I'M 
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Year 


ABC 


% o( Total 


CBS 


% of Total 


NBC 


% o( Total 


Dumont % of Total 


Total 


1953 


$ 21,111 


9,3% 


$ 97,467 


42.8% $ 96,633 


42.5% 


$12,374 5.4% 


$227,585 


1954 


34,713 


10.8 


146,223 


7 

4 J. / 


IOC nin 

1 ^D,U / H 


39.4 


13,144 4.1 


320.154 


1955 


51,393 


12.6 


189,018 


40.4 




40.2 


3,103 0.8 


406,899 


1956 


76,726 


15.7 


223,520 


45.8 


187,921 


38.5 




488,167 


1957 


83,071 


16.1 


239,285 






37.5 




516.201 


1958 


103,017 


18.2 


247,783 


43.7 


215,791 


38.1 




566.590 


1959 


125,665 


20.0 


266,355 


42.5 


235.291 


37.5 




627,311 


1960 


158,591 


23.2 


274,140 


40.2 


249,640 


36.6 




682,371 


1961 


190.615 


26.8 


268,677 


37.7 


252,836 


35.5 




712,128 


1962 


205,224 


25.7 


311,710 


39.0 


281,874 


35.3 




793,808 


soiirre; l;'.'.3 to 
(^nii)llati'fn by 


l'J57. I'ublisln-is 
Sponsor research 


Intormatton Iiiireait: \9'<h to ]ili>2. 
stalT. 


TVH/LN,\ KAK. 











A.stronomirallv .speaking: The up- 
coming 32-hoiir orbital liiglit whirli 
Gordon Cooper will take aroiiiul 
the earth will nece.ssitatc 22.000 
miles of doiil)le circuits for the ra- 
dio and tv broadcasters covering 
the event. Slightly staggering, this 
fact along with lots more is made 
known h\ MliS president Robert 
F. Huricigh in the company's 



March newslctier "Of Mutual In- 
terest." 

PEOPLE ON THE MOVE: Daniel 
L. Taylor to manager of station 
promotion and Gerald Taylor to 
manager, on-air ijrodiictioii, Holly- 
\«)od, for ClkS T\ . Daniel Taylor 
succeeds Leonard Broom, who is 
resigning for a business commit- 
ment in \(. w Zealand . . . Richard 



DiiMoni, producer-director for 
AY>C Cliiogo, to the American 
.Medical A.ssn.'s radio, tv and mo- 
tion pictures department . . . Robert 
Kleimaii, Paris bureau chief of CP>.S 
News, resigned to join "The New 
^'ork Times" as member of the 
editoi'ial board ... George H. Newi 
to assistant daytime sales manager 
for AP.C T\'. 



the Key to the 
SOUTH S FAmST GROWK 




\Af J T Vchannel 1 2 UU^W L BTchanne. 3 



HOLLINGBERY 
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Record 1962 income reported by Metromedia 



Meuoniedi;! repoitecl a moul 
net iiHomc lor \'M,2 ol ^2, 18'j.r..'{!», 
Ccjiial lo SI. 10 i)er sluiic. 1 he di- 
\ci si(it'(l ( omiiiiiiiK .ilioiis (()in|);iii) 
Ikis six i\ si.itioiis and lour radio 
oiiilc'i>,. and rc(cnily ac(|iiii('d, sub 

I lo fC.C. a|)|>ro\al, KTT A', \a)s 
Angeles. 

The increase in net iiuonie was 
10'.)'',,. In H)(il , ihe r<)nii)aiiy eanied 
.Sl,lt)l,2t)7 or S.O? per share. The 
Meiioniedia re|)ori showed l!)(i2 
gross re\ennc()l ^.'')3,()()'J,7l)l against 
.MS.().').^,18(i in MJt.l. 

X'ci income lor lasi (|iiarier ol 
Mlti2 was Sl,l!)("),!M8, or nearh hall 
ol ihc \car's lotal earnings. I'\)iiuh 
<liiaiier iiei in I'.IGI was .S7l»l ,!)Hf). 

(iross revenue loi' llie lourih 
(|uai ier ol l()(')2 was .S l l,.Sli!), Ii>5, 
roin|)ared wiili M 1, 1 I l>,t').") I h)r ihc 
like (|iiai ler ol I'.Hil . 

.\((<)rding lo Meironiedia, the 
resiilis do not include ci'ediis ol 



S2,0(t.5, 1 12, net ol taxes, lel.iting 
l)rimarilv lo ilir disi)osition ol cer 
tain assets. 

More Pay-Tv 

Anothei eiitr\ into the i)ay-i\ 
lield was announced last wiek. It's 
a c losc'd-c irc itit \eiiinie hy National 
(ieneial, the second-largest (220 
( iiieinas) theatct ojx'iaicjr 

I he <()nii)niiy claims it will ha\e 
100 ilicaieis linkc-tl within the next 
Near, lot daily programing. A'rii:'l 
has heen asketl loi lidltinie lines; 
Vi'X' ai)i)rc)\;]l is not letitnied. 

I tider ihe l.ihel ol The Nation- 
al T ('let heater iVeiwork, the com- 
pany hold's to present liroadway- 
i\|)e |)rodu( lions on a "sinnil taiie- 
oiis. dailv, c losed-c iic iiit. coast-lo- 
loast" basis. \'ia its own cinemas 
in l() W^estem slates, and hy ar- 
raiigeiiieiit v*'ith c'uhei mox ic c hains, 
Naticnial heliexes it ran outdraw 
tin c om-entional hioadcast t\- |)ic) 




To help launch new Hollywood Museum 

Ben Hoberman (I), v.p. and gen. mgr. of KABC, Los Angeles, gives public service check and tape 
of promo spots to producer Mervyn LeRoy. Station ran month-long campaign on behalf of pro- 
posed $14 million Museum, of v^hich LeRoy is S director. Groundbreaking is set for September 



giairis. \C. s (.lie ulalioii is that .* 
niiiiinunn audience of 20 inillioi 
is needed to sustain a hioackas 
network |)rc)(hi( lion) . ( 

.At a N'ew Voik piess coideieiue 
National was leticeiil .'ihotit detail; 
ol |>rogran)ing, and said only thai 
"eiilhusiast i( and promising" re 
spDiise was (c)ining Irom iiegotia 
tion w'iih top |)rc)cliiriiig, clireri ills' 
and |)ei roriniiig- talent. Crali nil' 
ions and guilds were also heiiig 
eoirsulted. 

National's biggest edge in this 
lield may he new i)rc)jcc tion cc|uij)- 
iiietii, dexeloped hy (leiicral Klec- 
liic. (it's system, named Talaria, 
can reportedly project a higli-(iiial- 
iiy tv Color i)ic ture co\criiig a lull- 
si/c theater sc reen and is said to he 
uniciiie in design and ellcrt. GE 
annoiinc'ed that N'ntioiial had he- 
roine the exclusive etuerlaiiiincnt 
li(eiisee Un Talaria ecpiipnient, in 
a '■iiiiilti-iiiillioii dollar" deal. 

Computers on NAB 
tv agenda 

The .HI Mai(li-3 April NAIS ron- 
xciitioii in (Jhic:agc) \*'ill coxer a 
spectrum ol' topics ol interest lo l\- 
exec 111 i\ es, Irom (onipiiters to local 
progi aiiiiiig ]>ro\*ess in building 
station images. 

Here's hox*' things line up: TvIS 
will liax'e a presentation entitled 
"(Computers— l-'i ieiid or Foe?" and 
a leading tigciic v using (oinputcfs 
ill the purdiase ol t\' lime will en- 
gage in a cjiiestioii and answer jiar- 
ley with a Tvli executive sjieak- 
iiig Iron) the seller's ])oiiit ol view. 

\nothei leatnre will be a panel 
ol maiiagdneiii executives who'll 
discuss ways and means ol using 
Icxal time to make a station siaiid 
out ill its romiiuinity. There'll he 
an inlonnal discussion heiweeii 
FCC's Roben E. Lee and NAll Tv 
Code Review Hoard diairman Wil- 
liam n. Pahsi on the (ontroversial 
proposal lor FCC to aclo|)t NAl* 
Code ( omiiieicial time standards. 

"Secondary Market Television" 
will he the to|)i( of another |)anel 
reatining lelec asters Irom inaikcis 
of 100,000 or les.s. 

Storer business 
booms: profits up 

Storer Ihoackasi ing reported l'.)62 
net earnings were u|) 43% over 
I'.Hil, based on a radio and tv sales 
iiic l ease of I i)**^^. 
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\ci c.'iniings idler tnxcs lor 1902 
were $(i„Sr),'{.'{'J(J, or .S2.(J1 per slnire. 
I'liis is :i new e:iniiiig,s-|)er-sli;ii e 
|)e;ik. lor Siorer, with tlie |)rc\ i()iis 
high earnings per shnre sei in \9'u 
at $2.58. Karniiigs in l!)()I were 
$-l,l5,'},r)8l, or $1.80 per share. 

The l!l()2 ])i-o[iis include a capi- 
tal gain of $!)! 1,15!) resulting from 
the sale of WWVA. Wheeling, \V. 
Va. in [aiuiary 10(12. 

Tv Academy picks 
ten new members 

Ex|)an(le(l a(ii\ ity hy the educa- 
tional Foundation of I he ;\ra(leni\ 
of 'I'v Alls & Sciences is signaled 
h) the election ten new directors. 

I'hey are: Louis K. Edehiian, iii- 
de])en{lent ])rodiicer; .Sydney Eigcs, 
NBC i)id)h'c information vice ))res- 
ident; I'.elly Fmness; John Giiedel, 
independent producer; Irv Kiij)- 
I ciiiet, Chicago "Sim-l inies" col- 
umnist; Donald .MrGannon, \Vesl- 
inglioiise i>road( asiing jjresideiu; 
C. Wrede Petersmeyer, Cloriiuhian 
Broadcasting; I om Sai iiofF, NI'jC 
vice jiresident; jack W'ratlicr, pres- 
ident of W'raiher Corp.; and Jane 
[ W'yatt. 

Circus specials 
distributed by ITC 

Two one-hour S])ecials of (he 
I Moscow State Cirdis and one lioin- 
of the Blacki)()ol Tower Circus, 
narrated by Jo Stallord, arc avail- 
able for IT. S. television through 
Independent Television, Abe .Man- 
dell, I TC's exe(iiii\e vice president 
rejjoits. Distribution jilans for the 
shows will he set shortly, .Maiidell 
added. 

Moscow State Ciitiis indiides 
many ol Russia's loj) performers, 
•including the clown Karandash. 
Highlight of Blackpool l"ower 
Circus is Festival of Lights. Nei- 
ther circus has aj)j)eared in the 
U. S., LLC .said. 

Romper Room 
celebrates 10th year 

Romper Room, the echicational 
and entertaiiunent program for 
pre-scllool children, (elebratcd its 
lOtli anniversary on the air 20 Feb. 
The H()noral)le J. Millard Tawes, 
fiovernor of Maryland, proclaimed 
the day "Romi)er Room Day" in 
recognition of the "splendid con- 
iribiitions whidi the program has 



made to the ediKaiional, physical, 
and s|)iriiiial de\elo|)nient of its 
\ouiig \'iew('rs." 

The pre-s(liool \elii(le was ( re- 
aled by Nancy Rodgers, known to 
the children as "Afiss Nancy," and 
hei husband, piodiKcr Bert (]las- 
tei . 

With Baltimore as its city ol 
(nigination, "R()rn|)er Room" is 
now carried by more than 90 sta- 
tions throughout the Ibiited States, 
(Canada, Puerto Rito, and /\us- 
tralia. \'ene/uela will soon be 
added to the list. 

In addilion to being the regular 
"teacher" on the l>altimorc edi- 
tion, Mi.ss Rodgers has personally 
trained nearly 200 yomig women 
for their roles as teachers on the 
live syndicated "Rom|)er Room" 
programs. 

Sell a set a second 

Fxceeding the birth rale by lar, 
there is a radio .set sold in this 
country every 1.3 seconds, accord- 
ing to RAW ])resiclcnr Kevin 
Sweeney. 

More than 2-1 million radio sets 
were sold at retail in I9()2 against a 



I'. .S. (>eiisiis l)c-p,ii inieiil esliniale 
ol loin million liiillis aiiiiii.illy. 
And, as of January this jeai, RAIl 
estiimites the total ol working oider 
i.iclio sets in the I . S. ai 200,258,- 
00((, ( oin])ai ed to 187 inilboii .\iiiei - 
ic ans. 

R.\l> ligiires are i).isecl on pie\i- 
ous tieiicl d;it;i, ( in rent liguies lioni 
l-^IA. Japan 'I rade Center, and aiiio 
rc'gisti ai ions. 

By the ^vay, iherc's a baby being 
born jusi cvcv) 7.5 secc)ncls. 

TAC sets June confab 

Some 50 program diieclors from 
st;itic)ns across the coimti) will 
gather at Chicago's Sheraton 1 lotcl 
in [line lor the annual Tele\ isioii 
Alfiliatcs Corj). (TA(j) ])i ograiiiing 
conference. 

Topics to be discussed Include: 
new ideas in kids' ])rograniing; re- 
search and lis inllueiicc <ni pro- 
graming; success stories in the sale 
of public allairs programs; cdi- 
loriali/ing: movies: network reruns; 
new jjiograming and jjiodiiction 
ideas. 

Dates aie 13 and 11 June. 




■WAVE-TV * 

gives you 
28.8% more SHOPPERS 

Since Nov .-Dec, 1957, NSI Reports have never given 
WAVE-TV les.'! than 28.891 more viewers than Station 
B in the average c|uartcr-hoiir of any average week! 

And the superiority c]iiring those years has gone 
as high as 63.6% more viewers! 

More viewers = more impressions = more sales! 
Ask Katz for the complete story. 

LOUISVILLE, Channel 3 

WFIE-TV, Evonsvitte • WFRV (TV) , Green Boy ■ WAVE Radio, Louisville 
Alt NBC, All Represented By THE KATZ AGENCY 
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Radio Stations 



Ideas a I work: 

• A small part oi Ainericnii tra- 
(liuon has been clis|)ai(lied lo ilic 
Kieinliii and I'leiuiei' Nikita Khiii- 
slu lie\' \ ia ihe Russian Embassy in 
W asliingtoii In WALE, Fall Rivei . 
Ill lonjmutioii w'itli a ciieny pie 
baking e\eni lor A\ asiiiiigton's 
Bii ilulay, A\^\LE pei so iia I i ties 
baked ilieii own pies for submis- 
sion to Kliiiislulie\ as e\ itlence of 
llie kind of traditionalism thai 
contribnics it» our tlemocraiit way 
of life. I'ies were fio/en, packed, 
and shi])pe(l lo the embassy. 

• WC.OP (AM X: FAI), Boston, 
(iiallenged W'PKO, i'lovidenre, to 
a com|>ei.ii.ion to determine the 
hiking champion of New England. 
\\ alking lor W'COl' was I'.iid Kell) 
and for W'PRO, Dave .Sennet I. 
Listeneis were inviteil to guess how 
fai ea< li woiilil ira\el in the five 
liouis, with the fust piize a |)ecl()- 
meter and a pair of walking shoes. 

On the piil)lic servkc front: Clcvf- 
landers. led b) six K\'\V jjcrson 
alities, three lor East Side and 
three for West Side—participated 
in a "I'iidi in l(ir the Heart Fimd" 
Sihei- Dollar 'loss, inspired by 
Gcoige Washington's famed silver 
broach ast r)-i2 annoinu enients dur- 
ing a thiee-week period, as its part 
in a nation-wide I'eace Corps rc- 
riiiitinent drive. Donated aii time 




Takes to the air to kick off Paxton sales drive 

R. 0. "Bob" Gable (I), division ingr. for Philip Morris in Oklahoina City, makes guest appearance 
on Carl Meyerdirk's "Two About Town" on KVOO-TV, Tulsa, to help launch mentholated Paxton 
cigarettes in Tulsa. The other test market area is Saratoga. National distribution is expected soon 



is estimated at .$.'5 1, ()<)<» . . . KOV. 
I'iitsbiirgh, in (ooperalion with the 
lietter Business lUireaii ol the (aty 
ol Pittsbingh, is making a\ ailable to 
the public at no cliaige a new 
dollar loss across the Rapjjahanoc k 
Rivei . . . WAltC;. i\ew York, 
booklet entitled "Facts Von Should 
Know About IWiNing N'ew or l^scd 
Cars," 

Sports note: A lidl schedide ol 




Coveted Mike Award of Broadcast Pioneers excepted by station 

WSB (AM FM & TV) Atlanta, received the award in New York last week before sell-out crowd. 
Here (l-r): Ward Quail, Broadcast Pioneers pres.; James M. Cox, Jr., chmn. of Cox broadcasting 
properties; Arthur Simon, pres. of Broadcasters' Foundation; J. Leonard Reinsch, exec. dir. of the 
stations. WSB is the first southern station to receive the Mike Award, presented annually 



Detroit Tiger Baseball games will 
be a feaiine of \VKJ(1 for the 
loinih straight year. The first ])re- 
.season exiiibiticju game will be 10 
March. 

Programing notes: "Detroit '63— 
Ves or No." li\e S|jecial weekly 
programs of debate and discussion 
on Michigan's new state constitu- 
tion are being presented on WXYZ. 
'Flicy began yesterday, ?> .March. 

Looking f(M\\'ard to: The C'alifor- 
iiia Uroadcasters Assn. anini:d meet- 
ing on 7 i\r:u(h in the Maik Hop- 
kins Hotel. San I'raiic iscn, FCC's 
Robei t E. Lee is jirincipal s|jtaker 
at linidi, and in other sessions 
Doiighis \iiello. geneial coimsel lor 
\ \B, will speak and (oncliui a 
panel on editoriali/ing . . . The 
(jliicago chapter iiiceiing of the 
American AVoineii in Radio and 
Tele\'ision, G .M;nch. Guest s|)eak- 
er will be R.dph Bcaiicliii, presi- 
dent of \VLS, who'll talk on "Ra- 
dio—The (ia.se lor the I ,i\'elv 
Cc)r|>se." 

Obit: Lester R. Rawlins, 5i gen- 
eral managei of KDK.\, I'itt.s- 
bmgh, and a |)romineni ci\ic lead- 
ei. died 2.'i Febriuiry. 

Kudos: AVILS, Lansing, won the 
Xavv's Ceriiricate of .Aferit for its 
role in promoting a better public 
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' iiii(lcisr;iii(liii<;' of the mission of 
[ the iV;i\y :iiul its rcscr\e coinpoii- 
eiit . . . WG15S, i\[inini, public 
affairs cicpni tnic-iit reicivcd the cov- 
eted Cieorge W'asliiugtoii Honor 
Medal Award from tlie Freedoms 
Foundation at X'allcy F'orge. Sin- 
gled out was the locally produced 
program "1 Am An American," 
written and narrated by WT.liS 
, newsman Michael O'^eil, pro- 
duced and directed by Ken Maiden 
and broad(ast in observance of the 
July 1th holiday . . . Six radio d.j.s 
are winners in a contest sponsored 
by B. F. Goodrich Footwear for 
effective merchandising of the P-F 
sneakers during the 1962 back-to- 
school selling season. They arc: 
Pogo Pogc, KLXfN, Denver; Hal 
Pickens, WQXI, Atlanta; Chuck 

tP»rinknian, KQV, Pittsburgh; Dan- 
ny Dark, WIL, St. I.ouis; Charlie 
Murdock, WQAM, Miann'; and 
1 Ron P.ritain, \VS\I, Cincinnati. 

Changing hands: Sportscaster C!urt 
Cowcly has purchased, WCCM and 
WGHJ (FM), Lawrence, Mass., 
subject to FCC approval. Gowdy, 
who's been sports director of 
WHDH, P.oston, since 1951 and 
does the telecasting of the NCAA 
"Game of the Week" on ARC TV 
in addition to other assignments, 
say's he'll c<)ntinue his full sched- 
ule of sportscasting 

PEOPLE OX THE MOVE: P.ob 

Gallagher to full-time State House 
reporter at W'EEI, P.oston . . . \V. 
Robert McKinscy to station man- 
ager of KH.\'F, San Antonio, from 
general manager of \VH,\M, Ro- 
chester . . . Richard M. Brescia to 
station relations representative at 
Mutual P.roadtasting System . . . 
Dick Lawrence to operations/pro- 
gram manager for \VFI.A. 'Fanipa- 
St. Petersburg . . . Nicholas D. 
Newton, ac(()imt executive with 
WTFM. Fresh Meadows, to the 
sales staff of WPAT. xNew York, 
in the same tapacit) . . . Ted R. 
Knightliiigcr, operations manager 
for K'FN'F, l acoma, for the past 
five years, to manager of the Tour- 
ist Promotion Division of the De- 
partment of Commerce and Eco- 
nomic Development . . . Dale 
Mahurin to commercial manager, 
David Arnold to news director, and 
fim Gaines to program director ol 
KALO, Little Rock , . . Aubrey 



Afonis, W'Sii. /\ilania. news direc- 
tor since 19.57, lo public iuforiua- 
tioii (liiedor of the Fidton County 
Commission, f-le'll be succeeded 
by King Elliott, station newsman. 

Tv Stations 

Good news for stations plagued by 
ihc problem of community anten- 
na tv systems (CATV). 

N/Vl'. filed rather vociferous su])- 
port of new protect ion rules with 
the VCX'.. Proposed rules woidd 
bar CATV systems served by mi- 
crowave facilities in the business 
radio service fiom duplicating any 
programs on local t\ and, if the 
local station so rec]uests, the CATV 
system would have to carry its sig- 
nal without material degradation. 

A further rule proj)osecl by NAB 
would bar microwave stations from 
rcbroadcasting signals of tv stations 
without the latters prior written 
couseiu. 



Ideas at work: 

• WTAR-TV, Norfolk, is bring- 
ing its highly popular '"Fv Beauty 
School" back for a second season. 
Series begins 18 March on the air, 
under the sponsorship of People's 
Service Drug Stores. Class mem- 
bers are selected from women who 
write to the station for auditions. 
Without charge, participants are 
given four weeks of expert instruc- 
tion in all phases of grooming. 

• KF.MB-TV, San Diego, person- 
ality Bob Mills added a new twist 
to Teddy Roosevelt's now famous 
"old-fashioned" 5()-mile walk by 
walking in one spot on the studio's 
constantly moving turntable in full 
view of live cameras. W'lih a five- 
minute break each hour, Bob 
walked, danced, talked on his mov- 
ing turntable, cpiitting at the end 



ol l.'i hours afier walking '.'>■] miles. 

I'rogramiiig notes: WN \< - TV, 
I'losioii, will televise exclusively the 
auuii.'d Evacuation - Si. Patrick's 
Day Parade on 18 Afarcli from 
2:30-3:30 p.m. . . . Flie Spanish In- 
ternational Network is telecasting 
the (I. S. tv premiere of the 1963 
Pentagonal .soccer matches, now 
being played in .Mexico City. 1 he 
soccer classic is being shown as a 
ten-week series of Tuesday night 
specials on flagship station KiNfEX- 
TV, Los Angeles. 

On the pu)>lic service front: 
WLRW-TV, Miami, which last 
month carried part I of "Opera- 
tion Heart," presemed the second 
half last week. The program dtalt 
with open-heart surgery j)erformed 
at Jacksciii Memori.al Hospital and 
the recovery, and i chabilitation of 
the patient, Evelyn Aharez , . . The 
South Carolina General Assembly 
passed a resolution commending 
WCSC-TV, Charleston, and 
WFBC-TV, Greenville, for their 
contributions to eclucation.al tv. 
The Greenville station contributed 
a tower, building and site on Paris 
Afouiuain to et\ and the Charles- 
ton outlet provided rent-free stu- 
dio space, permitted the attach- 
ment of an antenna to its tower, 
and donated additional ecjuipment 
to the Educational 'l elevisioii Pro- 
gram. 

New tower: KHOL-TV, Kearney, 
is now operating through its new 
1,173-foot tower, which is double 
the former tower height, together 
with new transmitter, delivering 
maximum power of 316.000 watts. 
New tower is now the tallest struc- 
ture in Nebraska. 
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Interpublic's chief 
comments on new 
Gary Steiner book 



Di. C.niy A. Sieiiier, ilie amlior ol I'lic Pcopir Loot; Al 'iilcvl- 
siou. and iis s|)oiisf)r, Dr. Staiiion, desci \'e gi.tiiiiule loi a hook 
tliai will pi()\e lielpliil lo nil ct)ii<enieil in one or another 
with the tclex ision indnsiry. li, fnsi ol all, e^ial)lishe.s (on\ incingl) 
the pnhlic's overall xerdid. Secondly, it makes dear ihai the pre- 
dominant present liinciion ol' television, by any measme, is to en 
teitain iis More speciluallv, we <;et from it "lii^hi entertainment" 
(the term is not a happ) one) and the general mood in whidi we 
10(>k at telexision is; "A perlect way to relax." 

\Vhaie\er critiiism there is does not come as a sinprise: Too 
much \ iolence (especially with an eye toward niir yoimgsiers) and 
not enough serious conieni — not enough "information." These 
objections, especially the latter (»ne, <ire raised primarily by the 
(ollege-ediK ated viewers. As to commercials, the pnblic fidlx ini- 
dcisiands why they are there and has little desire to change the 
present system ol spon.soi ship, ^'el, there is dissat isla( i ion — as 1 
read the study — not olten with individual connnercinls but, rather 
with their placement. I have always l)elieved that the iiuhisiry 
iiinst be mindful of the^e criticisms and XN^atch their magnitude 
over time so that we cm provide giiidaiue lor the policies of mak- 
ing and placing onr (onnner( ials. 

'\s the study shows, commercials arc appreciated and e\en liked 
and there is no need lor the industry to violate the public's jiisii- 
fied sensibilities. We will never reduce di.ssat islact ion with com- 
mercials to 7ero, nor .should we aim at sndi a level. Rather, let iis 
keep to the moie realistic and taodest aim to keep the level ol 
criticism low. 

On the whole, the broadcasting industry's position is that it 
gives the public what it wants and that it is not, and cannot be. its 
job to 111. ike them change their wants. It is cpiite possible that for 
a long lime to come, television's main job \\'\\\ be to entertain. 

J thereloie do not t.ike too seriously the damor lor more infor- 
mation hy people who — when it comes lo looking at it — prefer 
also entertainment lor themselves, lint 1 do think the cjiiality ol 
our eiiteitaiiimeni — not ai the top ol our programs, but at the 
bottom- — might beai improvement. Not by producing more 
"heavy entei taiiiment" but siin|)ly beitc-r eiiiertaimiient. 

]( might n<»i be the broadcasting industry's job to be concerned 
with raising onr tnliiiral level, but it is tertainlv our c<»iuern as 
ciii/ens. 1 he |)reseiit study coiilirms v^Miat we have known all 
along. T he role of broadcasting television in onr lives looms awe- 
somely large: Over five hours |)er day for each family; more than 
two hours for each indiv idnnl. People watch lelevisicMi but many 
do it— as the study shows — with a bad conscience. "I should be 
doing somctliiiig else. " 

Couldn't we set as onr aim to make television so good that such 
regiet drops to a niiiiiinnm? 



Bianchiiig out: WTAE, Pittsburgh 
weather girl Eleanor Scliano, wrote 
her first tv documeniary, entitled 
"The Vanishing I't'inaie," which 
vx'as (clecnsi in the "Time lor De- 
cision" series yesterday, 3 March 

Kudos: \VP»Z-TV, liosion, has been 
av\-ardcd the Freedoms Fouiid.Tiion 
(»eorge Washington Honor .Medal 
lor its hall-hour document.iry, 
"The Freedom Trail" ... Ed Sn'l 
livaii, \VC;N-TV, Chicago, camera- 
man .iiid film editor, named "tv 
cameraman ol the vear" at the an- 
nual t hicago Press Photographers 
15all. 

PEOPLE ON THE MOVE: 
TlKunas Murlin to editorial direc- 
tor at KP1).\-TV, Aimuillo, with 
direct respoiisihility for producing 
do( innentaries and coordinating 
editorials . . . Donald [. Uadger to 
piomcition manager for W'T EV- 
T\', Providence - Kail River- New 
P.tcllord . . . Robert lieimeit and 
Charles Voting to vice presidents of 
KTT\', I. OS y\ngeles, and the 
Times Minor t>i oadcasting Co. 
IJenneti. local sales mniiagei lor 
[onr years, is now vi(e president in 
(barge ol lot.d s.iles, and Young, 
national sales dire( tor also for f(»iir 
years, is now vice presicleiit in 
(barge ol national sales . . . Lloyd 
Knight to director of pul)li( allairs 
lor r.u\ C.ainieit P.ioadc ast ing 
Services . . . Robert I. Guy, direc- 
tor of progiamiiig at KCOP, l-os 
\ngeles, to program development 
manager lor the tv division of 
Stoier Pimadcasting, elfective mid- 
M.ndi . . . Dave P>rowne to the 
iievws stalf ol KXT\^ .Saciamento, 
from KCR.\, same city . . . Larry 
Collcl to stall diiedor and Michael 
No/ilo U) (oordinaior ol pnblic 
services at WISN-HA'. Milvraukee 
. . . TliiiiMon S. Holmes to director 
ol promotion and public relations, 
KtRO-TV, P.aktrsneld. 

Fm Stations 

Raymond \V . Sweeney, Jr., past 
president of (he San I rancisco jun- 
ior A(i fJul), and former KNUR 
account e.xecuiive, has been named 
sales manager of KFOG (FAf), new 
Kaiser I{r(»aclcasting prc>]>eity in 
the liay city. 

Indiisirv observe^rs view the ap- 
pointment as another Kaiser nuive 
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Newsmakers in tv/radio advertising 




William E. Conner is now with 
Noiifi /\(lvcri isiiig as vice prcsi- 
(loiii and inana<i;ei ol ii.s Cliicaj^'o 
r\/Ra(li() (Icpannieni. C'oiirier 
was fonncih ai liI'DO wlicii- lie 
was \i(e president in ilie N'ew 
^'<)rk and Minne:i|)(>lis oilu es as 
radio iv account exeniiive on 
l>eity Crocker. His other ai- 
(onnis at liliDO: (heam of 
W'iieat, I lorinel, 3M, 




Charles Young has In cn dec ted 
a \ i( e-|)re.si(lent ol K'l 'I X', Los 
\ngeles, it was annomued by 
Koben lireckner, president ol 
I lie station, ^'onn^^ now vice 
|)resi(lent in charp;e ol national 
sales was lonnerh naiiona! sales 
director, a post lie iield for lour 
years, lie joined the station in 
l'.)52 as an account executive in 
local sales. 



Raymond R. Kaelin has been 
named vice |)re.siclenl in cliai{;t 
of sales for \'ic Piano Associates. 
Kaelin was previously an ac- 
count exec uiive at Peters, Criflin, 
Woodward, and also at Adveiiis- 
in^ Time Sales. He also haii- 
dlrd sale.s and inarkeiiiig assign- 
ments at .Scott Paper Ck)inpaiiy, 
the Chilton Com|)any and Con- 
tainer Corpoiation of .\inerica. 




1 



Hubert M. Tibbetts has been 
iKinied \ ice president of the P>oi- 
den I'oods Company in charge of 
marketing. Recently, Tibbetts 
was .senior vice president ol Len- 
neii & Ne\\'ell in chaige of the 
liest Foods account. Previously 
he was a groii|j product man- 
ager for Lever lirothers and a 
vice |)resiclent and gcneial man- 
ager ol Salacla Foods. 
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to line np young, dynamic (Sween- 
ey'.s inider .SO) execiiti\es in his 
broadcast division to sell fin and 
uhL 

Kai.ser already has been granted 
permits to construct ulif stations 
in San Francisco, Los Angeles, and 
Detroit, and ajiplications are ])encl 
ing before the FCC for two other 
ulif's in Chicago and Hurlington. 
Kaiser also planning to nppl) lor 
other fin stations. 



Nashville's oldest fni station 
WFMB, celebrating its lOth birth- 
da), is now operating with now 
ec|iiipment. 

New transiiiiiter and :inteiina 
give the slat ion an ont|jnt of So.OOO 
w.'itts, an increase of I .OOOf^ cjvei 
its |jievioiis operating |)owei" of 3,- 
500 watts. 

Reps 

Appointinents: WTSH-TV, Orlan- 
do-l)a\tona lieach, to Katz, effec- 
tive I .March . . . WPOP, llartlord, 
to Robert E. Eastinan . . . KliFA, 
Kansas City, to Gill-Perna for iia- 
lioiial sales . . . WV'MT, I'.urling- 
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ion, (successor to WCAX), to Ve- 
naicl, Torbet i<; AfcCcninell. The 
Nona Kirby Co. will represent ihe 
station in lioston . . . KDCE, new- 
est station in Santa Fe, broadcast- 
ing completely in Spanish, to Na- 
tional Time Sales. 

PEOPLE ON THE MOVE: John 
Pfeilfcr to marketing manager ol 
the central division of Edward 
Peiry . . . Jack Hray to the New 
York radio sales stall ol Kmi. 

Film 

l>i<:J Productions has been foinied 
by Bill Biirriicl and Victor (oi), 



specializing at lirst in yO-miniite 
travel and adventme spectaciilais. 

Already in the production hop- 
per are "liritish Adventure" star- 
ring Lloyd Nolan and "Carib /\cl- 
ventuie," which JUirrud and fory 
are doing themselves. 

Another new piodiKtion outfit, 
this lor IV commercials, has lieen 
formed by George Tompkins, pres- 
ident of V^PL Inc., with Peck Prior, 
veteran agency-lihn production ex- 
ecutive as president. 

Known as VPf Inc., of Califor- 
nia, the new outfit is headcpiartered 
at Producers Studio in lloll)wood. 
Already in the works are commer- 
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Time and temperature to top Chicago electrical display sign 
The WNBQ-WMAQ-Pepsi Cola sign at Michigan Ave. and Roosevelt Rd. will offer the additional 
service of flashing the current time and temperature in 16-foot numbers atop the sign. On hand 
for contract renewal of joint sponsorship of the sign were, seated (l-r); Pepsi adv. mgr. Gerald 
McGuire and stn. mgr Lloyd Yoder. Standing (l-r): station managers Bob Lemon and John Keys 



(inls lor Clink Oil (PK&L), l.&.M 
(jW I ). Hollmaii r.cvonigcs (CScW), 
Alcoa ( l-fciivrR), among others. 



T^ prodiKCr |frry Faiilianks has 
formod a new (irt;ani/ati(ii) lo work 
ill (oiijuDciidii with Jerry Fair- 
hanks Pnidiiciioirs of Clalifornia. 
Name of the new tonipany is 



[erry Fairbanks &: Associates, with 
Faiihanks himself serving as presi- 
dent. X'ice president in charge of 
indnstrial films is Robert Scrivner. 
Vice piesident in charge of tv rom- 
nierrials is Ken C. Ranes, formerly 
assistant director of radio-tv at D.P. 
llrother, Detioit. Fiank J Wesl- 
brook, president ol Jerry Fairbanks 
Productions of Illinois, completes 



the executive staff. 



Jerry Tl»orj>e made I he rounds of 
networks and agencies recently, 
specifically to peddle two new Desi- 
hi programing ventures. 

Properties are '"I'rader lirown, 
which stars l£thel Merman in color, 
and "Careful, My I.ove," co-star- 
ring Clynis Johns and Keith Andes. 

1 horpe also stopped to talk with 
ABC '['V executives on production 
plans for Desilu's first color series, 
the hour-long '"Fhe Greatest Show 
on Earth," with Jack Palance. 



New jjroperties: TV Marketeers 
has accpiired the distribution rights 
to a package of 1 1 Alexander 
Korda feature films . . . Desilu 
Sales, Inc. picked up the world- 
wide distribution rights to "Frac- 
tured Flickers," a new half-hr)ur 
series now being produced by Jay 
Ward Productions, producers of 
NliC 'F\"s "liull winkle Show." 
The series employs a new tech- 
nicpie in the use of classic silent 
and early-day talking pictures on 
tv. F.ach film is cut to a half-hour 
and a new, tojiical sound track 
liji-synced. 




Oak Park takes sixth svi/ing at sports sponsorship 

For the sixth consecutive season Oak Park Federal Savings & Loan renews for Chicago Cubs 
schedule on WGN. Seated (l-r) bank pres. John P. Domeier and stn. mgr Charles Gates. Standing 
(l-r) exec v.p. John L. Domeier; stn, exec. v.p. Ward Quaal; stn. sports mgr. Jack Brickhouse 



Financial report: Screen Gems re- 
ported a net income for the six 
months ending 29 December 1%2 
of $,*5,2f)2,82f), as compared to $2,- 
71 1.741 for the like period of lOfil. 
Net profit for the period was $1,- 
055,508, compared to $1,. ^72,727 
the previous year. This is equiva- 
lent to C)') cents ])er share, against 
51 cents per share earnings for the 
first six months of fi.scal 1%2. 

Sales: Allied Artists Tv's Ciroup I 
Cavalcade of the fiO's feature pack- 
age to six more statif)ns They are: 
KHJ-T\', Los Angeles; CKIAV-TV, 
Detroit; WAXE-TV, Ft. Wayne; 
\\'ISH-'F\', Indianapolis; KNTiC- 
r\', I'.urhank; W'DAU- lA', Scran- 
ton . . . MC.\-TV Film Syndication 
division scored sales for its olf-net- 
work full-hour programs in 13 ad- 
ditional markets. ^ 
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^COMMERCIAL 
CRITIQUE 



(Con I ill lied from {uige Ifi) 
ficult business of what goes iiiio a 
sales lyric. Ideally, the copy peo- 
ple should get together witli tlie 
composer and it should be a closed 
meeting. Tinieless characters with- 
out portfolio who lunn or whistle 
off-kev should not be allowed to 
get in the way with windy criticism, 
which if taken seriously, can ruin 
an otherwise acceptable construc- 
tion. These windy ones are apt to 
insist on stjueezing a flock of copy 
points into the musical ])ortion, 
which rightly belong in announcer 
copy. Some of the sorry nonsense 
that surrounds us stems from the 
cardinal sin of demanding tliat un- 
suitable copy be set to music. If 
more consideration were given to 
the proper placement of words, 
some of the awkward results we 
hear couUl be avoided. It is well 
to remember the old limerick . . . 

Tiiere was a )()ung poet of Japan 
Who never could make his verse 
scan 

When his friends told him so 
He replied, "Ves I know . . . but 
you see I always like to 
get as many words into the last 
line as I possibly can" 

The simple fact is that the happy 
blending of commercial lyrics and 
music is a specialized craft, and 
shouldn't be undertaken luiless 
pros are on the job. Everyone 
thinks he can write a jingle, and 
perhaps he can, but it is never a 
musical commercial. In this con- 
nection it is a cinch to take a piece 
of jingle material and glamorize it 
with the use of star soloists, groups, 
luxury orchestras and high-cost pro- 
duction. The euphoria that results 
from an expensive sound can be 
deceptive, in that the tuneless won- 
der with the nowhere lyrics has 
been glorified to the point where 
the advertiser believes in it. RiU 
final acceptance is reflected in sales. 

i- All this brings to mind a com- 
mercial that sells "Zing" for the 
SPONSOR/4 MARCH 1<JG3 



Coca Cola bottlers. Isn't it {]oca 
C^ola they're supposed to be selling? 
Seems to me they might be wise to 
put out a new solt drink and call 
it "Zing." hi that way tlioy could 
cash in on the memory lac tor of 
this campaign which is ccrlainly 
"Zing" and not Coke. 

I AUSTEN CROOM-JOHNSON 




Austen Cn)(>ni-)<>lnis<)n — liet 
ter known as "Ginger" Johnson; 
born in England; Royal College 
of Music; incinber Hritisli Per- 
forming Riglit Sofiety: wrote for 
London tlieatrc and BBC . . . cre- 
ated, proihued, and performed in 
one of its most popular programs, 
"Soft Liglits and Sweet Music." 
Subsecjuently joinetl XBC; pro- 
duced and (lirectetl many major 
network shows . . . scoutetl for 
new star talent and was directly 
responsible (or l)iinging Dinali 
Shore to XBC. 

In 1038Ciinger Jolinson joined 
forces with Alan Kent, tlicn one 
of America's top announcers. 
They launched tlieir career witii 
the most famous jingle of them 
all . . . "Pepsi Cola Hits tlie 
Spot." Success won tliem tlie 
title, "Kings of tlie Jingle" in a 
spread in LIFE. Tlie |)armer- 
ship lasted for eleven profitable 
years. 

Ginger Johnson lias coiitinuecl 
to specialize as writer-consultant 
in the musical commercial field. 
Among liis awanl-wiiiniiig ef- 
forts: Sluilton's "0\i\ Spice" mu- 
sical trade-mark for 10 years. 

.■\nioiig the advertisers he has 
worked for are: .\mericaii To- 
bacco, Ford, Procter & Gamble, 
General Electric, Chrysler Corp.. 
National Biscuit Co., Kellogg 
Co., Corn Producls Co. 




^l-^-^an hour 

staffs your station 

with IGM 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lower costs, higher profits with 
unparalleled flexibility and consistently 
better sound. Write for free folder, "The 
Sound of Money." 

I G M SIMPLIMATION 

p. 0. Box 943, Bellingliaiti, Wasliington. 
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ONE BUY! 

FOUR 

MARKETS! 

• ALBANY 
Walb-tV I •DOTHAN 
. • I •TAUAHASSEE 

|CH.10- ALBANY.GA.J ♦ Panama city 

GRAY TELEVISION 



a wjhg-tv , 

Raymond E. Carow Ich.7-PANAMACITY 
General Manager \ f^a. 



366,000 
TV HOMES* 

■ ARB, Nov. '61 

One buy— one bill— one 
clearance! 

Or stations may be bought 
individually for specific 
markets! 

Represented nationally by 
Venard, Torbet, MeConnell, Inc. 
In the South by James S. Ayers Co. 



..'ni 



WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

iiiiiiiiiiiii'!niip'iiiiniiiiiii"iii<ii!i'iii"iiiii"iiini >r ' , ii'iiimiiiiiiiiiiiiiiiniiiiiniiiiif 



RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 

BUT QUALITY is 

something else again 
.... ours is superla- 
tive 

And SERVICE is still 

another matter .... 
ours is unbeatable! 



iiiiiih 



iiiiiiiiiiiiiiiii 



BAKALAR-COSMO 'i>* 
PHOTOGRAPHERS 



in W. S6th St.. N.Y.C. 19 
212 CI 6-3476 



iiiiiiiiiiiiiih'iiiiiiiiiiiiiiiiiiinr.>iiii.i. : i'< miiijin iiiiiiiiiiiiii iiiiiiitiiiiiiiiiiisni inii miiiiaii 




ON-AIR PLANS FOR AFA 

(C(»iliinir(l from jxinr ■)()) 

tional (^a.sli Ro,nisic-r Ca., Dayloii. 

Xo siiaiiiircr lo ((>iiiniiiiii( ations, 
('()()]jcr had engaged in vaiii)iis as- 
pects 1)1 it hclore assuming tlie 
auliioiis and t liallengiiig if)lc ol 
AFA piesideiii. A iiansplanied 
'IVxan. lie was hum in .Xloniana 
and ediKaicd at San Aiigelo (UA- 
legc, rni\ersiiy of Oregon and 
rni\eisiiy of Texas. ISeloie join- 
ing AF \, lie was loi five \eai s pub- 
lic lelaiioiis director of General 
'l eleplioiie C'o. ol the Southwest, 
San Angelo, 'IVxas. .\t one time, 
he also owned and operated a di- 
rect mail achertising agenc\ and 
woiked on the San Francisco 
Chronicle and hioadrast media in 
the West. 

His c.neer in broadcasting spans 
nc;nly a decade, starting with an 
aniiotiiieer-salesniaii job at KF|I, 
Klamath Falls, Oregon, in lOIfi 
and ending with the commercial 
manager role at KOKL, San An- 
gelo, from l!)r).") to \9'k). In be- 
tween, he worked in sales, pro- 
graming and annonncing at 
KDON, Salinas, in I917 and 1018. 
I'eih.ips his most staggering assign- 
ment was during lOI8-10l!t at 
KROX-F.\I, San Franc isci>, when 
he wnJte, edited and broadcast 
sonic nine news shows daily. 

Xor is (hooper a stranger to fed- 
eration of advertising clubs and or- 
ganizations that make ii]) /\FA. Ifc 
is ;i past president and member of 
the board of cliie(ioi"s of the San 
.\iigelo Achertising Clid). He was 
a go\criior of the .\FA Ktili Dis- 
trict in I'.ttil and a member of the 
\FA board ol diiectois (l!t(il- 
l!tfi2) and vice-cliainnaii of the Xa- 
lional .\F/\ l.egislati\'c Alertmeiit 
{ 'oniniittee. ("ooper is also a past 
picsideiu ol the San Angelo fioiii- 
nuniity 'Fheatre and a ruling elder 
of St. Mark's I'resbyteriaii Chinch 
in San Angelo. 

Ahead are many challenges for 
(iaopei. Comimecl that acheitis- 
ing is the spark plug of the Ameri- 
can economy, he \\'iU soon take to 
the road lo espouse the "'I ruth in 
Advert isiiig" «aiise and lo cement 
relations among all facets of the 
\F \. 

!■ inidamenially. his will be a 
march lo keep aiheriising as Iree 
as possible from goveinnient in- 
Iringemeiit and restri( ii\e legishi- 



lion. When not engaged in this 
vast assignment, he will letnrn to 
his home and family (a wife and 
two sons) in Mamaroiieck, X. \'., 
to leacl the classics and lo catch as 
nianv television news and iiiforiiia- 
tioii piogr;inis as ptJNsible and to 
relax on Saturday nights by watch- 
ing The Dcji-rulos whic h he liasi- 
ens to describe as a tliouglit-|)ro- 
voking and conspicuous contribn- 
lion to video ciraiiia. ^ 



MASONITE TV DRIVE 

(C(»ili)nir(l jrom fMne -11) 

elfort ill which the ageiicv has made 
substantial contribiiiioiis. A basic 
philosophy ol r.iichen .\clveriising 
stresses heavy mere haiiclising of cli- 
ent achertising. For .Masonite, 
where this philosophy has been par- 
ticularly evident, the heart of its 
merchandising has been a vviy com- 
plete package pr()\iclecl to dealers: 
a promotion kit lor which thev 
qiialily on the basis of niinininm 
orders ol tele\ ision-aclvert isecl prod- 
ucts. 

F.acli kit contains large product 
displays, t\' merc haiidisiiig matei ial, 
window banners, indoor signs, 
coimter cards, decals, and advertis- 
ing material for dealer use locally, 
including tv and radio cop)', news- 
paper mats, clireci mail, and bill 
stulfers. 

(]ole feels that this nieic liandis- 
ing has been unusually thorough, 
■'()tlier media, too," he says, "are 
Used to back up the television 
schedule. .\ series of ads in the 
trade press pointing out the power 
of tele\isioii has been important, 
and it has been accompanied by 
direct mail :mcl by special litera- 
ture. M.'isouite's own salesmen lia\e 
lakeii special strip films merchan- 
dising the series." 

Within the compaiu, Masonite 
infoniis its ])cople of tv plans 
through a series of sales meetings 
held each year. Ti> launch the first 
network lliglit last spring, a special 
kinescope presentation was made in 
Xew ^'ork, including participation 
by Hugh Downs and jaiiies S. Hm- 
le), Masonite achertising and sales 
promotion director. Recently an- 
other kinescope was prepared for 
use ill this spring's sales meetings, 
in which |c)liiiny {>arsoii. F,d Mc- 
()ueeii. and Skiich Henderson are 
leatiired. ^ 



t'iCi 
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"SELLER'S 
VIEWPOINT 



By Thomas B. Cookerly 

General Sales Manager 
WBTV, Charlotte 



Two-Station market— handle with care 



Altliougli llie i;ink,s of iwo-sliition 
niarkeis have been iliiiiiied by 
the :i(l(liti(>ii of diiinnels in a luiin- 
ber of (ities, tlieie arc slill many 
signifuant markets which coniiniie 
lo be served by only iwo comnier- 
cial iele\ision stations. 

Markets siidi as Charlotte, X. C^.: 
Dayton, Ohio; Louisville, Ky.: 
^Birnn'nghain, Ala. and Jacksonville, 
Fla., may not fall exactl)' within 
the "Top 10"' markets of the na- 
tion, but these areas still ])lay a 
vital role in tlie merchandising 
strategy of most national a(K'er- 
tisers, who fimnel in those direc- 
tions si/eable segments of their 
broadcasting budgets. 

It seems to us that buyers, to ol)- 
tain the maximum effectiveness, 
should exercise utmcJst care when 
placing broadcasting schedules in 
two-station markets. 

They should keep a niore-than- 
normal che<k on their schedule 
during the entire period it is run- 
ning. There are ]jroblems with two- 
station markets just as there are 
prol)lenis with markets of three or 
more stations, but, quite often, the 
problems are \ ery different. 

One of the obvious com])lica- 
lions is that with three major tele- 
visicju networks and only two sta- 
iic)ns, some network ])rograms just 



camiot be cleared. (Jienis wishing 
lo maintain advertising weigiit hi 
these markets should make it a 
])oint to stay right on top of liie 
clearance ])icture and begin plac- 
ing "network ec]ui\'alent" budgets 
immrd lately. Some advertisers let 
iheir c()m])etitii)n get a five- or six- 
week juni]) on them, liecause of 
this advantage, the alert advertiser 
is able to get first shot at the best 
availabilities and can build a sales 
niomentmn for his product that is 
difficult for his competitors to over- 
come. The slower mov'ing adver- 
tisers cpn'te often find themsel\-es 
with poor shelf ])osition in retail 
outlets, and with the ineviiaijle re- 
sult of less-tlian-adecpiate sales. 

Another reason why iniyers of 
broadcast advertising must pa)' 
more than the normal amount ol 
attention to these imjiortant two- 
station areas is that the weight of 
their advertising is subject to ex- 
tremely wide Hue t nation. In (ities 
with three or more stations, a pro- 
gram change by one of those sta- 
tions usually has far less effect on a 
schedule than it does in two-station 
markets. A s])C)t announcement 
may coast along with a -10 rating 
ancl easily phnnmet to a 20 if, for 
instance, the cc)ni])etiti\e station in 
that area transposes a ])ublic affairs 
program with a select audience for 



a high rated, mass-apj>eal c nii}. 

Over-confidence is soiiiciliiiig else 
the aclvertiser should be on gnaicl 
against. Timebuyers have told ns 
they weien't going to use s])()t tele- 
vision in (;ii:irlotie because ilic-ir 
network ratings wc-re liiglic-r than 
their national average. What they 
should lake into c (jiisiderai ion is 
that, c]uite likely, their cont])eii- 
tor's network programs arc also 
])ro])C)riic)naiely higher! II ihc rea- 
son for the spot hiiy in the first 
place was to give their product 
more ex])osnrc than their com]jeii- 
lor's is getting, they have lost "the 
edge" they desire. 

Speaking of network ])rc)grams, 
timebuyers should carelnlly check 
delay oilers for ])rc)granis unable to 
be cleared in the regular line-up. 
Don't automatically reject such 
time ])eriocls as Saturday or Sunday 
afternoons until you determine ad- 
jacencies, the track record of the 
time ]jeric)cl, ancl, most im]K)rtant, 
the competition. AVe have had 
many network ])rogranis on a de- 
layed basis which not only reached 
huge audiences for this market, but 
did so even more elhc iently than 
often could be accomplished in the 
normal network jjeriocl. 

If there is a considerable differ- 
ence in the coverage of the two sta- 
tions, as there sometimes is, sales 
aieas ancl sales potentials should be 
related to the coverage of cart) of 
the stations involved. This is ])ar- 
ticularly true in a telev ision market 
area where a large percentage of 
the station's co%erage is located 
outside the home couiuy. 

Jn AVan'V's case, more than 90% 
of our coverage is located outside 
our metropolitan area. Penetration 
in each ancl every one of the out- 
side counties should be of major 
im])ortance to almost every nation- 
al acherliser. Other factors which 
must l)e taken into consideration 
include location of transmitters, 
length of time on the air, and basic 
sc hedules. 

In conclusion, we em])hasi/e that 
all is not gloomy in two-station 
markets. In fact, the bright in these 
areas far outweigh the dark. AVhere 
else can an advertiser reach so many 
different customers so c|uicklv and 
with such im])act? There is no 
doubt that allocations for telev ision 
in two-station markets is money 
well s])ent. ^ 




Tom Cookerly has sf)cnt all but 
two years of his business career 
with Jefferson Standard Broadcast- 
in<i Co. After serving in promotion 
and sales for WBT and WBTV lie 
luas named Carolina sales manager 
for WBTF in 1957 and general 
sales manager in 1960. A graduate 
of Duke I'liii'ersity, he luas with 
Procter d- Gamble, first in the ad- 
vertising division, then in sales, be- 
fore hc)oined WBTV in 1952. 
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'SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



Even with stioiig C()iii|>elitioii and liealih scaics, tobacco remains onci 
of s])ot ratlio'.s top atlverti.seis. In fact, one of the field's newest entriesj 
Moiitchiir is heavily radio-horn. 'I'iie Ainei ican Tohacco cigarette isl 
.slowly hciiig laiiiichctl iiaiioiially ihroiigli spot radio while markets are! 
slowh being expanded beyond the test market stage. 

Dual Filler Tarreyton, another .American Tobacco cigareile, begins 251 
.Match with a 17-week spot railio catti])aign attd 1 April with a 12-weekl 
catiipaigti oiii of Ciuttiljitiner. 

Ralston I'uriiia is reported to be ino\ing more heavily toward spot tv 
for its pel loods and cereals. It's understood that the comjiany wants tol 
])lace special emphasis iti ceriain number of key markets. 

Tillie Lewis Foods, via the Heaumont-Hohman-Diirstiiie agency of SanHi 
Francisco has launched test-marketing of a new line of low-calorie saladi 
<lre.ssings, through ratlio in scatteretl markets. With a $500,000 ad budget, 
accoiim has opened push m San Diego, I'lioeni.x, r>iillalo, l>altimore, 
and the intei mountain area, with oilier markets to follow, 

SPOT TV BUYS 

Nabisco cookies and crackers laiinclies a 13-week cam])aigii f)ii 15 A|)ril. 
Interest is in early and late evening minutes with female and child 
audiences. Ageiic): McCann-F.rickson. Buyer: Dale Paine. 
.Vmerican Homes Frozen l'i//a is going alter the adult and teen audi- 
ences lor a fi-week riui t)eginniiig 25 Afarch. Chain bieaks and late 
afternoon niinuies are being used. V&:R is the agency. Jim Mack is 
doing the buying. 

Cities Service begins a 10-week campaign on 18 March using minutes, 
nighttime and chainljreaks. Marion Jones is buying foi Letinen Newell. 
Shell Oil J'etioleimi Products starts a lO-week e.\iensive campaign on 
17 March. Ageiicv: ()H&:M. Timebuyer: liob Waisaw. 
Spic and Span, a product of Procter <<; (iamble, opens a 52-week run 
next Momlay (11 Match), using fringe ttiinmes. Tony Co^zolino is 
the contact nt ^'JL-R. 



SPOT RADIO BUYS 

Ford Motor C()mi)aiiy. Ford Division, starts a 6-week campaign 18 March 
through f. Walter Thompscm. Minutes arc being .sought by various 
buyers on the account. 

Stella D'Oro biscuits will laundi a l-week campaign near the middle of 
this month. Shelly Roseman is buyiirg out of Fiiestoiie-Rosen in Phil- 
adelphia. 

Cami>liell Souj) kicks oil a (i-week run on radio today (1 Marcli). The 
agency is P.liDC) and the timcbuyers arc Dave Pcrsoirs and Dave Semons. 
P.raniir Airlines, out of Cumiingham and Walsh, also o|>ens u]) a cam- 
l)aign to<lay. li will run lor four weckv Hal Deisher is the buyer. 
Saint Rai>liael Apeiitif begins a l.Week campaign today. Minutes are 
being used. Agency: Chiruig &: Cairns. Huyer: Norma Stras.smaii. 
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Why buy St. Louis? 



DIVERSIFICATION ... the most highly-diversified major 
market in the nation . . . delivering consistent, stable 
purchasing power! 

WAGES ... a steadily-employed labor force, earning 
wages 22% higher than the national average. ..more 
sales potential for you! 

GROWTH . . . 2,126,000 sales prospects in the metropolitan 
area alone — a 45% increase since 1930 . . . new, growing 
families with new, growing needs! 

BUYING POWER . . . $4,748,209,000 in net effective buying 
income ... a 67% increase in ten years! 

DYNAMIC DEVELOPMENT ... the largest, most dynamic 
urban-redevelopment plan in the nation ... a rebirth of 
civic energy that has won ihe attention of the nation! 

PENETRATION . . . the nation's easiest major market to 
penetrate, through the "Voice of St. Louis," each week 
reaching 77% of the homes in this thriving market . . . the 
greatest percentage of penetration delivered by any radio 
station in America's top ten markets!* 

PROGRESS ... is St. Louis! 



KMOX RADIO 

A CBS Owned radio slalion 

Represented nationally by CBS Radio Spot Sates * <»m»iaiiv« pui» 1M2 




Home Delivery 

PROVIDENCE 

A one million home market... three states. ..one billion consumer 
dollars. A WJAR-TV market... 100% reach... full market coverage. 
And speaking of homes, WJAR-TV doesn't miss many. 





ARB — NOV./ DEC. '62 








WJAR-TV 
AVERAGE 


% MORE 

THAN 
STATION 
"B" 




TOP TWENTY PROGRAMS TOTAL HOMES 

PER '/2 






HOUR 


1. 


DR. KILOARE IWJAR TV) 


169,600 


318.7 


2. 


CHEYENNE (WJAR-TV) 


150,600 


127.8 


3. 


BONANZA (WJAR-TV) 


147,500 


292.2 


4. 


OEATH VALLEY DAYS (WJAR-TV)* 


137,200 


446.6 


5. 


HAZEL (WJAR-TV) 


136,600 


199.5 


6. 


VIRGINIAN (WJAR-TV) 


135,100 


132.5 


7. 


BEN CASEY (STATION B) 






8. 


GALLANT MEN (WJAR-TV) 


130,000 


168.0 


9. 


COMBAT (STATION B) 






10. 


MATTY'S FUNNIES (STATION B) 






n. 


JOEY BISHOP (WJAR-TV) 


120,800 


63.0 


12. 


CAR 54, WHERE ARE YOU? (WJAR-TV) 


118,900 


57.4 


13. 


DISNEY'S WORLD OF COLOR (WJAR-TV) 


118,500 


66.4 


14. 


RED SKELTON (STATION B) 






15. 


SAT. NIGHT AT THE MOVIES (WJAR-TV) 


116,500 


68.1 


16. 


PRICE IS RIGHT (NIGHT) WJAR-TV) 


110,800 


16.3 


17. 


RIPCORD (WJAR-TV)* 


110,500 


265.8 


18. 


SAM BENEOICT (WJAR-TV) 


107,700 


15.4 


19. 


SUPERCAR (STATION B) 






20. 


DICK POWELL (WJAR-TV) 


106,800 


33.3 


■Average Homes per U Hr 









NIELSEN STATION INDEX - DEC. '62 /JAN. '63 






WJAR-TV 


% MORE 

THAN 
STATION 
"B" 






AVERAGE 




TOP TWENTY PROGRAMS TOTAL HOMES 

PER '/4 






HOUR 


1. 


BONANZA (WJAR-TV) 


1.48,400 


173.8 


2. 


OlSNEY'S WORLD OF COLOR (WJAR-TV) 


131,400 


171.4 


3. 


OR. KILOARE (WJAR-TV) 


1.31,100 


44.9 


4. 


INTERNATIONAL SHOWTIME (WJAR-TV) 


122,500 


77.5 


5. 


OEATH VALLEY DAYS (WJARTV) 


119,300 


52.2 


6. 


SAT. NIGHT AT THE MOVIES (WJAR-TV) 


119,300 


41.3 


7. 


HAZEL (WJAR-TV) 


118,800 


29.4 


8. 


JACK PAAR SHOW (WJAR-TV) 


116,800 


84.8 


9. 


JOEY BISHOP SHOW (WJAR TV) 


116,100 


33.6 


10. 


CAR 54, WHERE ARE YOU? (WJAR-TV) 


115,900 


89.6 


11. 


SING ALONG WITH MITCH (WJAR-TV) 


115,800 


37.2 


12. 


MON. NIGHT AT THE MOVIES (WJAR-TV) 


114,200 


21.1 


13. 


BEN CASEY (STATION B) 






14. 


ENSIGN O'TOOLE (WJAR-TV) 


111,500 


110.7 


15. 


PRICE IS RIGHT (NIGHT) (WJAR-TV) 


111,300 


10.3 


16. 


MANHUNT (WJAR-TV) 


109,400 


62.6 


17. 


YOGI BEAR (STATION B) 






18. 


RIPCORO (WJAR-TV) 


107,600 


54.6 


19. 


LAW & MR. JONES (WJAR-TV) 


106,000 


27.0 


20. 


HUCKLEBERRY HOUND (STATION B) 
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- REPRESENTED BY EDWARD RETRY & COMPANY, INCORPORATED 
COMPANY STATIONS IN PROVIDENCE - WJAR-TV, FIRST TELE- 
STATION IN RHODE ISLAND - WJAR RADiO IN ITS 4IST YEAR 



